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“Selector Sample Board” is a display feature of the new Peterborough (Ont.) Lumber Co. 


IN THIS ISSUE: Sample board for lumber items . .. What your customers expect from you ... Something to crow 


about . . . Southern company releases wholesale merchandising policy . . . They gave their business a "'lift' 
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1—Organization of an integrated and articulate construction industry 


which will provide more and better building products to consumers at 
lower real costs with fair wages and profits to all who serve in the in- 
dustry. 2—Coordination of all production, marketing, research and 
professional activities concerned with the development, sale, and delivery 
to the consumer of building products—including the functions of the 
manufacturer, wholesaler, retailer, architect, realtor, contractor, me- 
chanic, financier, association official and public servant. 3—Identifica- 
tion of the building products merchant as a central headquarters for the 
industry’s consumer selling activities in the local community. 4—Per- 
petuation of the American ideal of a free people as the basis of a more 
abundant and meaningful life for all. 5—Informative, educational and 
merchandising-minded journalism and service toward these ends. The 
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READ THESE FACTS ABOUT POPULAR DELFAIR OAKBLOK 


DELFAIR Oakblok offers to builders a truly 
distinctive floor, one that is equally suitable for 
small or large homes, commercial structures, 
housing projects, schools and institutions. It is 
epecially adaptable to economical installation 
over concrete. 


DELFAIR Oakblok is available in all 
standard strip flooring grades and also in the 
following special grades: Prime, Standard and 
Better, Standard, Tavern and Better and 
Tavern. 


DELFAIR Oakblok is made of either Red 
Oak or White Oak, and is available either un- 
finished or prefinished. 















MANUFACTURERS OF 
QUALITY OAK FLOORING 

* Standard Strip * Plank 

* Prefinished * Square Edge 

* Oakblok Strip 





DELFAIR Oakblok comes in the following 
sizes: 25/32” x 634” x 634”, 25/32” x 714” x 
7", 25/32” x 9” x 9”, YY" x 8” x 8” and 
Y”" x 10” x 10”. All blocks are steel spline 
joined. 


DELFAIR Oakblok’s milling characteris- 
tics: tongue and groove end-matched—slight 
vee-edge on prefinished blocks — _ cross-wise 
grooves spaced to insure better mastic adhesion. 


DELFAIR Oakblok can be a money-maker 
for you in 1952. Write today for complete 
information. 


D. L. FAIR LUMBER CO. 


_ LOUISVILLE, MISSISSIPPI 
MEMBER N.O.F.M.A. 
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WASHINGTON REPORT_ 





"he Fleischmann testimony that consumer goods 
production is to be cut back still more, in the 
second quarter of ’52, isn’t exactly a surprise. 
There’s been warning talk. But even so, this 
industry isn’t too clear about what’s behind 
the action or what results it’ll] have. 


The news about reduced allocations turned up at 
a hearing of the Joint Committee on the De- 
fense Act. The painful word, for light con- 
struction, is the offhand statement that home 
building is to be reduced by 40 percent. Later 
this was changed to 23 percent. 


These two figures, believe it or not, were intended 
to mean about the same thing. Like this: The 
40 percent was to be subtracted from the more 
than a million housing starts of 751. The 23 
percent was to be subtracted from the HHFA 
estimate of 800,000 to 850,000 houses to be built 
in 52. Either way, you get some 600,000 or a 
few more. 


These two figures, believe it or not, were intended 
terms of allocated scarce materials. No pro- 
posed licensing of actual houses to be built. 
If a contractor can build his house with smaller 
amounts of scarce metals, by piecing out with 
plastics, for example, then he can use the sav- 
ings in building another house. This stretch- 
out can’t be extensive, but it’s permitted. 


The reduced guesses about housing starts applies 
to the entire year. Reduced allocations for 
other items—radios, refrigerators and the like 
—are for the second quarter; at a level repre- 
senting about 45 percent of pre-Korean pro- 
duction. 


Allocations for auto production is supposed to 
provide enough copper and aluminum for 800,- 
000 vehicles in the second quarter and steel 
enough for 900,000; but there are guesses that 
if the copper shortage continues to get worse 
the number may be reduced to 600,000. 


3etter take a quick look at the national business 
pattern and at the effects these and other cur- 
rent factors are likely to have. 


4 majority of business economists think the rate 
and pattern of defense spending will set the 
demand and the price levels in the civilian 
goods markets. Like this: If defense spending 
is high, then wages in total payments, over the 
country, will be high. This high personal in- 
come will create a high demand for consumer 
goods, at high prices. 


But some things are showing up that don’t follow 
this rule. Defense expenditures are supposed 
to be pretty high, right now. But the National 
Association of Purchasing Agents, for example, 
warns that current reports of general business 
are not encouraging. More and more members 
of the Association report diminished order 
backlogs. 
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Civilian industries, to get nearer home, have suf- 
fered reductions in allowed supplies of scarce 
metals. These “saved” metals have been used 
in part, but hardly to the last pound, in con- 
structing defense plants; but if these supplies 
have been going into weapons, there’s some 
puzzle about who is making the weapons. 


There are some 200,000 unemployed workers in 
the auto and related metal-working industries; 
the skilled mechanics you’d expect to find in 
weapons production. The UAW predicts the 
number will rise to 300,000 by midyear. 


Civilian goods production is declining, at present, 
faster than military production is rising. But 
officials say military production is rising; and, 
according to the rule quoted earlier, this should 
mean a rising demand for civilian goods. Some- 
thing seems to have slipped. 


The declining production of civilian goods seems 
big enough, at that, to meet the demand. De- 
mand still continues, despite price controls, to 
govern the general level of civilian-goods 
prices; and these prices just now are not ris- 
ing; not on a general average. The public 
doesn’t expect shortages. Shortages mean fewer 
goods that the public wants to buy. 


Some highly respected business economists are 
saying that, even in these times, “defense is’ 
not the carrying force of the economy.” Some 
of these men, in fact, are willing to guess that 
defense production will rise but slowly, if at 
all, and may even begin a slow decline in the 
latter part of the year. 


This gives point to a comment by a Washington 
official of this industry, about those reduced 
housing allotments. “That cut,” he said, “is too 
(deleted) much.” 


It’s not merely that artificial limitations are pain- 
ful to us. If restriction is necessary, this indus- 
try will go along. But before the end of the 
year the country may need a big private hous- 
ing program to support the national economy. 


Home building is almost the only major industry 
with an active market bigger than can be sup- 
plied. The demand for housing, says one na- 
tional publication is so stubborn and so insist- 
ent that with anything like a fair chance the 
production of houses this year would equal 
that of ’51. 


This page knows of no person who thinks the 
building of a million houses in ’51 checked the 
defense program. When house construction is 
active, scores of collateral industries are active. 
No other industry has so many creative con- 
tacts with the national business pattern. No 
other civilian industry does more to support 
the national economy. There’s a chance that. 
the national economy will need our support. 
Rather soon. 
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With SHAKERTOWN SIDEWALLS, Because they're factory-stained, SHAKERTOWN SIDEWALLS increase fo 
more homes are completed faster at SHAKERTOWNS come ready to apply, the property value, hold down the cost 


minimum cost. The fast, easy applica- regardless of rain or snow. Costly of upkeep. Cut down fuel bills in 
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SUPPLY? SELLING? REMODELLING ? 
Deliveries are faster because SHAKER- SHAKERTOWN SIDEWALLS build Old homes take ‘‘a new lease on life” 
TOWN plants, warehouses and dis- homes of distinctive styling and with double-coursed SHAKERTOWNS 
tributors are strategically located appearance. Deep shadow lines and applied right over any type of existing 
throughout the United States. All are rich colors enhance the beauty of sidewall material. A ship-lap nailing 
equipped for main-line rail service. architectural design. guide is all you need to do the job. 








SHAKERTOWN Sidewalls Solve Them All! 


If you're not now selling these premium more with SHAKERTOWN SIDEWALLS. 
grade, double-coursed, sidewall shakes, Folders, literature, displays—in color—plus 





find out how you can sell more and profit a host of other sales aids are available. 


For full details, wire or write the address below — today. 


WEST COAST PLANT—CHEHALIS, WASHINGTON 


The PERMA 


QOL UCTS Company 


5455 BROADWAY AVE. CLEVELAND 27, OHIO 
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NEWS BRIEFS 





The Federal Reserve reports that current department store 
siles are 21 percent lower than they were a year ago. This may 
le due in part to the scarce buying early in ’51; although that has 
long since subsided. But in part it’s due to a customer belief that 
)rices are going to remain pretty steady and that shortages are 
not likely to develop. 


* * * 


There will be at least $10,000,000,000 (ten round billions) a 
year spent on new homes and on repairs and remodeling of old 
homes in the U.S. for the next ten years. So the experts have 
summed it up. This is the heart and core of the national market 
for lumber products the estimators are dreaming about. Short 
of an all-out war economy, ten billions a year will be spent on 
home construction, say they. A half-million more babies were 
born last year than the Census sharks had estimated. Record- 
breaking savings were salted away by families in 1951. Money 


for homes. 
* * * 


John F. Smith, of Inland Steel, told home furnishings in- 
dustry suppliers, at a Chicago meeting, that there probably would 
be more steel available for consumer goods in 7°52; unless the 
war got hot or a tough strike developed. He thought there’d be 
rather adequate supplies of all raw materials used in making 


home furnishings. 
* > e 


Many of you have read with interest the battle in Los Angeles 
against building 10,000 units of Public Housing to cost $110 million. 
When the City Fathers found that the extra cost of streets, some 
26 schools, police and fire protection, garbage collection, play- 
rounds, ete., would cost the city another $10 million, thus making 
each unit start at $12,000, they decided that this was a luxury they 
could not afford. The Councilmen who voted to cancel declared 
publicly that the project had been misrepresented to them from 

the beginning. Los Angeles, like most cities can have more than 
enough houses for everyone, provided in the old American fashion 


by private enterprise. 
s 


Advances in quality, design and volume of reinforced plastics 
are reported; something that could be important to this industry. 
“or example, an important pipe production program is being 
leveloped of plastics made of polyester resins and fibrous glass. 


* % * 


Other uses for plastics; garage doors, refrigerator interiors, 
iuto bodies, floor and wall tile, paneling, plumbing accessories, 
‘entilators, screening, electrical outlet boxes, electronic equipment 


ind on through a long list. 
* 4 * 


Joseph L. Muller who has held the position of Assistant Sec- 
‘etary of the National Hardwood Lumber Association has been 
idvanced to the office of Acting Secretary-Manager succeeding 
John M. McClure who retired from active management of the Asso- 
‘iation effective Jan. 1, 1952. McClure has been designated as 
President Emeritus by the directors and will act in a consultant 
‘apacity to the Association from Memphis. 


Muller’s wide experience in the hardwood lumber industry, 
nis education in forestry and his heavy organizational duties as 
nead of the Forest Products Division of the Department of Com- 
merce during World War II eminently qualify him to direct the 
activities of the headquarters staff and the 115 hardwood lumber 
inspectors located in hardwood producing and consuming areas 
throughout the United States and Canada. 
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H. R. NORTHUP, Executive Vice- 
President of the National Retail Lum- 
ber Dealers Association. 


NRLDA Studies New 
Material Cuts 


It is now generally under- 
stood that Mr. Fleischmann’s 
recommendations are to cut 
controlled materials for hous- 
ing starts below the 1951 level. 
This is in contrast to earlier 
press reports that housing’ 
starts themselves would be cut 
by 40%. 

H. R. Northup, Executive 
Vice-President of the National 
Retail Lumber Dealers Associa- 
tion summarizes the situation in 
this manner: 

“There is a great difference, 
as you can readily see, between 
a 40% cut in the volume of crit- 
ical materials made available 
to construction in 1952 and a 
40% cut in the number of hous- 
ing starts or units. With a 40% 
cut in critical materials it’s en- 
tirely possible that the industry 
could build 800,000 to 850,000 
units, which is the goal of Ray- 
mond Foley, of H & HFA, and 
of the industry. 


Atkinson Speaks 
For Home Builders 


“Number One Blunder of the 
Controls Program’”—that was 
the description given NPA’s 
huge housing cutback by the 
president of the National As- 
sociation of Home Builders. 

The NPA in drastically cur- 
tailing home production, will 
save these infinitesimal amounts 
of critical materials: 42/100 of 
of steel production and 
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94/100 of 1% of copper produc- 
tion. 


W. P. “Bill” Atkinson, presi- 
dent of NAHB, said he was 
shocked that the government 
would cut back housing produc- 
tion 23% while other civilian 
industries generally face only 
a 10% slash and the automobile 
industry was given a 7% cut. 


He said unemployment in the 
automobile industry caused by 
the auto cutback would look 
like a Sunday School picnic 
compared to the vast unemploy- 
ment in the housing industry 
due to the 40% cutback from 
1951 production. 


NPA’s cut of 23% of the pre- 
viously set government goal of 
850,000 units in 1952 will cause 
absolute chaos in the construc- 
tion industry, a return to a 
housing shortage such as the 
Nation faced in 1946, unem- 
ployment of at least 400,000 
building trades workers at on- 
site construction, and tens of 
thousands more in allied indus- 
tries, and finally, will shoot up 
prices of existing houses due to 
the vast housing shortage to 
follow, according to Atkinson. 


Oak Flooring Industry 
Plans for Record Year 


The hardwood flooring indus- 
try hopes to gain a greater 
share of the available residen- 
tial market in 1952. President 
Milton Craft declared at the 
recent annual meeting of the 
National Oak Flooring Manu- 
facturers’ Association in Mem- 
phis, Tenn. 

He reported that 1951 was 
the second biggest year in the 
industry’s history and said the 
volume of shipments indicated 
that oak flooring was gaining 
increased popularity among 
home builders and buyers. 

Final 1951 shipment figures 
for the Southern and Appala- 
chian regions, source of about 
90 percent of the nation’s hard- 
wood flooring, were expected to 
—— 950 million board 
eet. 


Craft said that would repre- 
sent a decline of less than 8 per- 
cent from the record output of 
1,025,762,000 board feet in 1950, 
as compared with a drop of 
about 22 percent in housing 
starts. While this unusually 
good showing could be attrib- 
uted partly to the large carry- 


10 





over of unfinished homes at the 
beginning of 1951, he asserted, 
it also was evidence that more 
oak flooring was being used in 
relation to the number of new 
homes. Approximately 95 per- 
cent of the Southern and Ap- 
palachian output was oak. The 
rest consisted mainly of hard 
maple, beech, birch and pecan. 

By continuing aggressive ad- 
vertising and publicity pro- 
grams in 1952 the association 
plans to sustain and increase 
the popularity gains achieved 
for oak flooring in recent years. 


In the Market Centers 


SEATTLE —A new annual 
record for value of construc- 
tion represented by building 
permits was set here in 1951. 
The total was $60,147,650 as 
compared to $57,350,690, the 
previous record set in 1950. 
Home building with 1,779 per- 
mits totaling $20,205,040 
lagged behind the 1950 record 
of 2,694 permits for $26,808,- 
470. Part of the explanation 
for this is that home building 
outside the city limits exceeded 
that inside. 


The fir market is quiet ex- 
cept for green specified dimen- 
sion which has advanced 
around $2.00 due to a demand 
believed mostly coming from 
retail yards balancing stocks. 
Upper fir items have weakened 
five to ten dollars. Dry hem- 
lock is steady. Shingles reveal 
a little more strength in No. 1 
and 2 XXXXX. Many shingle 
mills will not start until they 
get some business. In the pine 


market ponderosa commons are 
up a little but Idaho White anc 
Sugarpine items are the same. 


More sugar pine is coming 
along after a scarcity last Fall 
Efforts at the mills to push 
cedar siding up are meetin; 
with some success. 


Inventory of logs taken Jan- 
uary lst shows Puget Souna 
supplies up 12 million feet as 
compared to December Ist with 
total logs about the same as 
January 1, 1951. Columbia 
river stocks are up five million 
feet or about 100 million feet 
more than the same date a year 
ago. Grays Harbor totals are 
down eleven million feet for 
the month but aggregate 27 
million feet more than January 
mid-winter is a satisfactory 
one and barring all out war 
or an unusually late spell of 
very bad weather no shortages 
appear likely. 


An analysis of the Pacific 
Lumber Inspection Bureau’s 
summary of waterborne lumber 
shipments for 1951 reveals 
some interesting figures which 
indicate Canadian competition 
for the U. S. market will be 
strong this year. Up to Nov. 
30th, 1951, British Columbia 
had shipped 960 million M for 
export while U. S. mills 
shipped 596 M. In 1950 B. C. 
shipped 730 M to the Atlantic 
Coast but in 1951 the total 
shipped was 61 M. The differ- 
ence went mostly to the United 
Kingdom but there was also a 
forty percent increase to South 
Africa and Australia. In 1951 
to November, B. C. shipped 695 
million for export, mostly to 
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lL. K. where a year ago the fig- 
ures were 243 M. 


Inasmuch as U. K. is out of 
collar supply and has a trad- 
ing arrangement with Russia, 
she is expected to do little buy- 
ing in Canada this year which 
will force the Canadians to 
throw hundreds of millions of 
feet of lumber on the U. S. 
market. With home building 
curtailed to 24 percent on top 
of the previous cut to 65 per- 
cent the market outlook for 
U. S. mills in 1952 in the face 
of greater production facilities 
looks tough to say the least. 


TACOMA — Lumber manu- 
facturers are proceeding with 
caution and keeping a weather 
eye turned on all possible mar- 
ket factors as the new year gets 
under way. The market for 
virtually all of the better 
grades of lumber either has 
become or is rapidly becoming 
“highly competitive.” Most op- 
erators believe that the situa- 
tion is more than temporary 
and they are making their 
plans accordingly. 


Spokesmen for the plywood 
industry this week announced 
plans for increasing the indus- 
try’s joint promotional cam- 
paign for 1952 in an effort to 
build up consumer demand, 
which was reported to have 
shown a marked gain during 
December. In this connection, 
one operator, the Georgia Pa- 
cific Plywood Corporation of 
Clympia, announced price in- 
creases of about 10 percent. 
In announcing the increase, Rex 
Black, vice president in charge 
of sales, said his firm’s sales 
went far ahead of production 
during December and that the 
new price represents about a 
one-third recovery of the 30 
percent decline from earlier 
highs. 


Bright prospects for reopen- 
ing the Willapa Cedar Shingle 
Sales Company at Raymond, 
V/ash., were announced by Man- 
aver Dale Craft. The mill 
cosed in early December be- 
cause of a sharp drop in the 
shingle market and a scarcity 
of orders. Another encourag- 
ing factor was seen in an- 
nouncement of plans to rebuild 
the Owen and Tufts Lumber 
Co., Inc., mill in nearby Che- 
halis. The plant was partly de- 
stroyed in a $200,000 fire last 
August. Co-owner Lloyd Owen 


3UILDING Propucts MERCHANDISER 


said the firm has bought a com- 
plete portable type mill from 
Ted Balch and Associates of 
Salem, Ore., and the change- 
over would be made as fast as 
weather permits. 


KANSAS CITY — Lumber- 
vival of sales in the early part 
of January are now wondering 
when business will pick up. 
Sales have been the slowest for 
any early January in many 
years. As many observers put 
it: “Demand has dryed up.” 


The weather has been against 
construction work in the area, 
with zero temperatures pre- 
vailing over a wide area cov- 
ered by ice and snow. Further- 
more, word from Washington 
of more restrictions and cut- 
backs to help the defense pro- 
gram has put a damper on 
future building sights. 


Line yards are not anxious 
to buy ahead in light of the 
uncertainty existing in the busi- 
ness picture. A forecast made 
by the Trans-Missouri-Kansas 
Shippers’ board for the first 
three months of 1952 predicts 
that it will require 15 percent 
less freight car space to handle 
the lumber shipments in Mis- 
souri, Kansas, Northern Okla- 
homa, Northern Arkansas and 
Southern Illinois than in the 
like period of 1951. 


It was estimated that lumber 
and forest products movements 
will require only 10,626 cars, 
against 12,501 in the same 1951 
period. Lumber was not the 
only building item expected to 
drop. Cement, for example, is 
looking for a 13.1 percent dip 
from the previous year. 

Thus far the demand, when 
it arises, chiefly has been for 
mixed cars and reflects fill-in 
business. Straight car business 
is exceptionally slow. Price 
lists have been virtually frozen 
for the last month or so and no 
changes have occurred. Mills, 
fortunately, do not have a great 
deal of stock on hand and this 
has had the effect of keeping 
price lists up. Unless demand 
perks up shortly when the 
weather permits more work in 
the open some price cutting is 
likely to develop on the part 
of those in need of orders, it 
is heard. 

The strong demand for No. 2 
boards that existed at $85 for 
6-inch and $88 for 8-inch stock 
a few weeks ago is disappear- 
ing. 


The trade is awaiting to see 
how much more lumber the 
government will take at the 
New Orleans auction. The Yel- 
low Pine lumber will be com- 
peting with Western lumber at 
this auction. 


Lumber—National 


Lumber shipments of 498 
mills reporting to the National 
Lumber Trade Barometer were 
4.8 percent above production 
for the week ending January 5, 
1952. In the same week new 
orders of these mills were 34.1 
percent above production. Un- 
filled orders of the reporting 
mills amounted to 39 percent 
of stocks. For the reporting 
softwood mills, unfilled orders 
were equivalent to 23 days’ pro- 
duction at the current rate, and 
gross stocks were equivalent to 
55 days’ production. 

For the year-to-date, ship- 
ments of reporting identical 
mills were 4.8 percent above 
production; orders were 34.1 
percent above production. 

Compared to the average cor- 
responding week of 1935-1939, 
production of reporting mills 
was 50.4 percent above; ship-. 
ments were 37.7 percent above; 
orders were 56.1 percent above. 
Compared to the corresponding 
week in 1951, production of re- 
porting mills was 27.3 percent 
below; shipments were 26.4 
percent below; and new orders 
were 31.5 percent below. 


Southern Pine 


The production of Southern 
Pine by the 89 mills reporting 
to the Southern Pine Associa- 
tion for the week ending Jan- 
uary 5, 1952, amounted to 16,- 
911,000 feet or 7.86 percent 
below the three year average. 
Orders for the week ran to 
12,529,000 feet, 31.73 percent 
below the three year average 
and 25.91 percent below pro- 
duction. Shipments. for the 
week were 14,145,000 feet, 16.36 
percent below production. Un- 
filled orders totalled 42,871,000 
feet. 


Western Pine 


Production of Western Pine 
and Associated Woods by the 
103 mills reporting to the West- 
ern Pine Association for the 
week ending January 5, 1952, 
totalled 31,032,000 feet. This 
‘compares to 49,546,000 feet for 
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the same period a year ago. 
Shipments for the week ran to 
35,361,000 feet, 14 percent 
above production. For the same 
week last year shipments were 
52,377,000 feet. Orders for the 


week were 47,608,000 feet as 
compared to 85,569,000 feet a 
year ago. Unfilled orders at 
000 feet, while gross stocks 
the week’s end totalled 196,200,- 
amounted to 859,806,000 feet. 


The Lumber Market at Presstime 


The following index is intended merely as a check on buying practices. It is 
a compilation and average of mill prices at press time and should not be con- 
sidered as current on the day. the magazine is received. The prices should be 
useful in following market trends and as a check on purchases made approxi- 
mately ten days before rcceipt of the magazine—the Editors. 


DOUGLAS FIR 


Vertical Grain Flooring 


B&Btr. c D 
BEG. bcevecnoowasd 165.00 160.00 105.00 
Flat Grain Flooring 
eer 130.00 125.00 93.00 
ae 145.00 140.00 105.00 


Drop Siding 


1x6 (Pat. #106).145.00 140.00 105.00 

1x6 (Pat. #116).145.00 140.00 105.00 
Ceiling 

Se. wtsvenceene 125.00 123.00 80.00 

BED wecanaveuews 115-125 120.00 80.00 


Boards and Shiplap and 2” (Green) 


No. 1 ....68.00 71.00 69.00 76.00 


No. 2 ....63.00 62.00 61.00 69.00 
No. 3 ....53.00 56.00 53.00 61.00 
No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
2x 4 78.00 78.00 81.00 78.00 78.00 
2x 6 77.00 77.00 78.00 82.00 82.00 
2x 8 77.00 77.00 77.00 78.00 78.00 
2x10 77.00 77.00 77.00 79.00 79.00 
2x12 77.00 77.00 77.00 79.00 79.00 
No. 2 Dimension 
2x 4 73.00 73.00 76.00 75.00 75.00 
2x 6 74.00 71.00 75.00 73.00 77.00 
2x 8 74.00 74.00 74.00 73.00 73.00 
2x10 74.00 74.00 74.00 74.00 74.00 
2x12 74.00 74.00 74.00 74.00 74.00 
No. 3 Dimension R/L Only 
eee eee ara ee tT 46.00 
eS ee err ce er 44.006 
Ek ee er re rer ne are ys 42.00 
ft dah ta a act kh Spe ae, 41.00 
ee ee eT ee eT ee eee 40.00 
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rer $10-$12 for dry lumber) 





WESTERN PINES 


Ponderosa Pine 


Selects 
5/4 RW 
Selects and 
S2 or 48 4/4 RW 6/4RW 8/4 RW 
C&Btr RL ...245.00 255.00 260.00 
Shop, S28 No. 1 No. 2 
| eae re 140.00 130.00 
UT ai stig ie ae wien wien 130.00 110.00 
Commons 2&Btr. No. 3 No. 4 
S2 or 48 RW 106 RW "72 RW 64 
ba 117.00 78.00 63.00 
fo) | 117.00 78.00 63.00 
Idaho White Pine 
Selects 
2 or 48 1x4 1x6 1x8 5/64 


“C&BIr. RL 250.00 265.00 270.00 265.00 
re 205.00 225.00 230.00 235.00 


mes S2 or 48 No. 1 No. 2 No. 3 


een 147.00 135.00 100.00 
DEE. avaeoseunes 147.00 135.00 100.00 

Sugar Pine 

Selects 

S2 or 4S 4/4 RW 5/4 RW 6/4 ae 
B&Btr. RL. 300.00 300.00 305.00 
aaa 275.00 285.00 295.00 
Ue véeceves 255.00 255.00 260.00 

Shon. S28 No. 1 No. 2 No. 3 
7, ear 175.00 130.00 85.00 
| SSS 175.00 130.00 85.00 
CFe wictenewous 175.00 130.00 85.00 






SOUTHERN PINE 


Vertical Grain Flooring 


&Bbtr. Cc D 
BMG: sesrsedecuws 190.00 180.00 160.00 
ala S eergep Flooring 
even teesees 165.00 155.00 115.00 
1x6 sid eotacwiael cae 200.00 190.00 150.00 


Drop Siding 
1x6 (Pat. #106).195.00 185.00 153. 
1x6 (Pat, #116).195.00 185.00 15 


Boards & Shiplap 
1x6 1x8 1x10 1x12 


No. 1 ...135.00 135.00 140.00 185.00 
No. 2... 83.00 88.00 88.00 93.00 
No. 3... 73.00 80.00 80.00 86.00 


No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 


2x 4 93.00 94.00 96.00 106.00 106.00 
2x 6 89.00 89.00 90.00 100.00 100.00 
2x 8 92.00 92.00 94.00 100.00 102.00 
2x10 102.00 103.00 103.00 111.00 114.00 
2x12 108.00 108.00 108.00 119.00 124.00 
No. 2 Dimension 
4 86.00 87.00 89.00 99.00 99.00 
2x 6 82.00 83.00 84.00 93.00 95.00 
8 82.00 83.00 84.00 93.00 95.00 
2x10 86.00 87.00 87.00 93.00 95.00 
2x12 86.00 87.00 87.00 93.00 95.00 





2x 4 

2x 6 68.00 .... 

2x 8 67.00 .. 

2x10 67.00 

2x12 61.00 

REDWOOD 
Finish 

Wxz6 BEBtr BIGNESS... cccesccccse 120.00 
TeES BOE SIGNS. .0.ccccscccee 150.00 
TEES BEB BIGIEES . ic cvcvccccce 185.00 
ee Re 170.00 
1x 6 R/L A&Btr Epraliaitar Sakata ipiaitnieeiees 180.00 
ee eC aaa eee 195.00 
ESO Bes be Pe cin wh evs cccconces 210.00 
poy BG AS eee eee 220.00 


Prices for redwood siding in mixed 
cars, new bundling, 6 to 18 are: 
Beveled Siding, % _— 


1624 inch ....-. 95.00 00 75.00 
7625 INCH ...ces 120.00 118.00 

S626 IMMER ...20- 155.00 143.00 120.00 

3eES MOM ....<. 185.00 173.00 130.00 
Clear Bungalow ee a 3%4 Inch 

eee 160.00 

Be SU siccleees 330,00 218.00 175.00 

ee ee 230.00 228.00 165.00 


Finish, B and Btr, S2S or 4S, 
aa «4 - Rough 





PORES TERE eRe 145.00-165.00 
BEE .6eS0eb60 He eeeecmet 175.00 
Ecco ataeerla aia Giaia eter nve 4% 185.00 
Ceiling or Flooring, 
B and Btr., 9-16’ 
B&Btr. Cc D 
erry 100.00 97.00 85.00 
BG, idweees seco 100.00 97.00 85.00 
RED CEDAR SHINGLES 
Ro 
pt ea 12.50 
eS Peer ere 9.00- 9.50 
BE dhe bs 64 BW O Heinle ee 6.25 
Perfections 
oe 2. eer 9.25 
oS ge | | ae 5.50- 5.75 
ee 3 5 eee 4.00 
xx 
EO o's gio are see ela e eis 8.25- 8.50 
a, k,n 5.25- 5.50 
Oe SOE Oe bc écewedienwmevan 4.00- 4.25 
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Boards and Shiplap 

(dry) 1x6 1x8 1x10 1x12 
No. 2&Btr.. 90.00 90.00 92.00 95.0: 
No. 3&Btr.. 75.00 76.00 75.00 76.0: 

No. 1 Dimension 


2x10 63.00 63.00 63.00 63.00 63.06 

2x12 63.00 63.00 63.00 63.00 63.00 

(Boards graded No. 1, 2, 3, at flat 
price; no price for straight No. 2. Mills 
do not grade out No. 3 Dimension sepa- 
rately as in fir.) 





WESTERN HEMLOCK 


Vertical Grain Flooring 
B&Btr. © D 
oe eilabsvake etemecets 120.00 115.00 85.00 


B isiseldilsreh siensrers 115.00 110.00 80.00 
1x6 raleiie a sara ecahg 120.00 115.00 80.00 


Drop Siding 
1x6 (Pat. teed -125.00 120.00 85.00 
-125.00 120.00 90.00 


1x6 (Pat. #116 
Ceiling 
ot reer 110.00 105.00 80.00 
Boards and Shiplap 
1x6 1x8 1x10 1x12 


BIOs 2 oo OO 70.00 70.00 70.00 
No. 2 ....68.00 68.00 68.00 68.00 
No. 3 . -63.00 63.00 63.00 63.00 


No. 1 Dimension 
112° 14’ 16’ 18’ 20° 
2x 4 E 


75. 5. 5. ‘ 00 
2x 6 71.00 71.00 71.00 72.00 72.00 
ax 8 Wi: : : 
2x10 71.00 71.00 71.00 72.00 72.00 
2x12 72.00 72.00 72.00 72.00 72.00 
No. 2 Dimension 
2x 4 70.00 70.00 70.00 71.00 71.00 
2x 6 68.00 68.00 68.00 69.00 69.00 
2x 8 68.00 68.00 68.00 69.00 69.00 
2x10 68.00 68.00 68.00 69.00 69.00 
2x12 68.00 68.00 68.00 69.00 69.00 


mare Wud sim eel win aque eianelal olor avaretpuerele 56.00 
SS ee ee ee eee: 
EIT ois Cra'nseicaWeae ata aeiaiconec ernie 53.00 
MEE Gawaowskcariersiosdewsese ue 53.00 





OAK FLOORING 


Clear Pim #§x2% #§x1% %%x2 %x1% 
hite ..195.00 165.00 145.00 135.00 
ed ....195.00 165.00 145.00 135.00 
Sel Plain 
White ..165.00 145.00 125.00 110.00 
Red ..165 145.00 125.00 110.00 
#1 Common 
White 145.00 115.00 55.00 45.00 
Red -145.00 115.00 55.00 45.00 
Hed Mixed .100.00 75.00 50.00 40.00 
15” Shorts 
#1 Com. & 


Btr. ....110.00 85.00 45.00 35.00 
#2 Com. |: 85.00 65.00 40.00 30.00 





WESTERN RED CEDAR 


Prices for red cedar siding in mixed 
cars, new bundling, 6’ to 18’ are: 
Beveled Siding, % Inch 

Clear nad hed ae ya 


4x4 inch ...... 75.00 70.00 50.00 
eES INCH 2.006% 80.00 75.00 55.00 
%x6 inch ...... 95.00 90.00 75.0( 
x8 inch ...... 125.00 120.00 95.00 
Clear Bungalow Siding, % Inch 
s Sere 180. 178.00 130.0/ 
er 180.00 175.00 145.01 
ie. ee 190.00 185.00 150.0( 


Finish, B and. Btr. S2 or 4S, 

6’ to 16’ or rough 
1x OR Ob See de wielese Vee amaNeea 240.00 
ee 4 eoiwa bie alate uualenieeieeieea wale 250.00 


x12 2 
Ceiling or flooring, B and Btr. 9-16’ 
aera: 


C D 
BEE scenes 105.00 100.00 90.06 
, ee rey. 120.00 115.00 95.0 
Discount “on mouldings, 6-20’ odd 
lengths. 
Series 8,000— 
Listing under 4.00—list plus 35 per 


cent. 
— a and over—list plus 35 
per 
Clear Lattice, 6-16”, 5-16’ 
MEE Nticecue oaeeye Mela aiealerew alee ears 1.5 
DE eutiavcumon aanwe elena eeasuwiee 1.76 
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Big profits in 





Look to MICARTA® for more business. This 


sensational decorative plastic surface is in de- 
mand for all types of building and remodeling. 
It defies stains, burns, chipping, denting, or 
splintering. 

Women want MICARTA in kitchens, bath- 
rooms, playrooms—any application requiring 
a good-looking, rugged surface materia]. Con- 
tractors, builders and carpenters welcome the 
convenience of pre-bonded to plywood panels, 
the utter ease of installation. Panels can be 






Westinghouse 


VNCy 
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micarta 


DISTRIBUTED by UNITED STATES PLYWOOD CORP and U. S- MENGEL PLY WOODS, INC 








cut, drilled, trimmed and worked with inex- 
pensive hand or power tools... without waste! 

You can offer four convenient panel sizes 
in a whole host of colors and patterns with- 
out carrying a large stock, because there is a 
United States Plywood warehousing facility 
near you. 

Our special dealer plan with self-selling 
displays and a complete easy-to-use promotion 
package will start you in this big-profit field. 


Write for details today. J-06453 


Fast-moving MICQITC panels 


* UNITED STATES PLYWOOD CORPORATION 
* 55 West 44th St., New York 18,N. Y. 


. Please send full information on your MICARTA 
Dealer Plan. 


. NAME 





. ADDRESS 





« Crry 





ZONE___STATE____ 


AL-1-52 
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Letters to the :Editors___ 


WANTED! Advice from Other Lumber Deale's 


To the Editors: Among the many problems coming \p 
in the course of our business is one which I wou!d 
like to have yours and also other dealers’ advice. 

This problem has to do with items sold for futuie 
delivery, particularly on short materials. In the case 
of these orders, we fill in a regular order card and a 
blood red “Sold” tag. The order card goes in the 
“Will Call” box and the red “Sold” tag goes on the 
material, and we fill in both the order card and the Rie 
“Sold” tag with the name of the party, how many 
pes., squares or ft. is on the order together with the 
customer’s name, etc. 

What happens too often is that someone will come 
along (who might want to purchase some of the mate- 





Ev 


rials themselves) and deliberately tear the “Sold” a 
tags off the material. In other cases our men will be occu 
handed the order card for delivery and they fail to preti 
take off the “Sold” tag that is attached to the mer- Life 
chandise. And so many times, it looks as though quite W 
a lot of merchandise is sold when actually all of the belie 
sold orders have been delivered. Anyway you look =f 
at it, it’s a mess. + te 
I would appreciate it very much if someone could red 
solve this problem for us. brou 
Garrett Veenstra, Veenstra Lumber & platf 


Supply Co., Racine, Wis. 


Your problem on handling merchandise for future 
delivery is both interesting and probably more wide- 
spread than we realized because of the situation on 
critical materials. Dealers who have solved similar 
problems will undoubtedly be glad to pass on con- 
structive information. 





























































We might make one suggestion right now. Have \ 
you considered setting aside a special area in your for 
showroom or warehouse for “Sold” merchandise? We are 
1, feel that items that are sold should be immediately cha 
es removed from the floor or warehouse and put out of : 
—_~ r reach of the public and over-eager sales’ people. A is 
“ 24 A La ’ room or special area might solve your problem with an 
res \V WA XK XO small items. If possible, one individual should be det 
© Spetially/ Tnedted! Sthint Exchisiva \Intérteck N&S assigned responsibility for the removal of all merchan- | 
/ Ngntilating Feataress) |) 4) \\ \A “i dise from this area.—The Editors. sti 
e 5 Qvacter Frame.) Ex¢lusive Terrifori ‘Avaltable. ant 
Prige Aist/&/Sample/a Request. |. \ | \ . we 
/' gmnada oon Thank You, Mr. Kelsey fre 
\ To the Editors: I just want to congratulate you on 
your December 15 issue. The general survey of the ta 
building material industry as it looks into 1952 is dit 
REDWOOD SO sine Wale) excellently done, and I can only hope that the building the 
material dealers will take advantage of the wealth en 
STORM WINDOWS : of information and helpful advice which you have 80) 
: included in this issue. po. 
Chester C. Kelsey, Asbestos-Cement Produc’s 
Association, New York, N. Y. th, 
VOLUME BUSINE : 
PAPQOSE—fhe most egonomicgl Redwood =... Address — Los Angeles 
WRITE o PHONE OR WIRE FOR FURTHER INFORMATION To the Editors: by 
4, f } , > . ’ Please tell us where we may procure the Speed 
fi. 1 | ence Writing Bookkeeping System shown on page 78 of fr 
ss, j 2 ‘ Mr your June 2 issue. in 
; ff ee - \ M. A. Moore, Wm. A. Moore, W. H. Moore & 
MANUFACTURING COMPANY Son, Hartland, Maine we 
8205 Lyndon, Detroit 21, Mich. Write Charles R. Hadley Company, 330 North Los of 





Angeles St., Los Angeles 12, Calif—The Editors 
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New Light on A Crucial Problem 


Ever since the deadly threat of 
Communism to free men became ap- 
parent, many of us have been pre- 
occupied with the problem of inter- 
preting the American (Free) Way of 
Life to the rest of the world. 

We have believed, and continue to 
believe, that the people behind the 
Iron Curtain would prefer our way 
of life if they understood it, and if 
they believed it were possible for 
them. Laboring mightily, we have 
brought forth many a_ statement, 
platform declaration and special plead- 


ing to that effect. 

The best effort to date in the opin- 
ion of the writer, is covered by the 
Manifesto shown here. It was read 
at the conclusion of a talk to the re- 
cent National Association of Manu- 
facturers convention by Robert Mont- 
gomery. We report it here in the in- 
terest of the widest possible reader- 
ship. A movement is now on foot to 
secure millions of signatures to this 
Manifesto by free men over the world. 

It may even provide a rallying point 
for the exploited peoples behind the 


EDITORIAL 


Iron Curtain. We wish the movemext 
every success and will do everything 
we can to help it along. 

Some time, some how, we must make 
the peoples of the whole world know 
that we do not consider the richness 
of our scale of living to be our great- 
est strength—but our willingness to 
make any sacrifice to preserve our 
liberty. This is the cause (and this 
Manifesto seems to express it very 
well) to which we may pledge “our 
lives, our fortunes and our sacred 
honor.”—Art Hood. 





The Free Man's Manifesto 


When in the course of human events, inhuman 
forces arise to threaten freedom, we who still 
are free arise to defend it. We have met the 
challenge before and beaten it down. 

We have learned the need for unending vigi- 
lance. We are vigilant now. We are united, 
determined and strong. 

This is not alone because of our national 
strength; our real power flows from our moral 
and spiritual resources. We are strong because 
we are free, and we have been bred to value 
freedom far above our lives. 

Ve pride ourselves on certain traditions, cer- 
tain values. As free men we believe in the tra- 
dition of individualism ... in the integrity of 
the individual, his personal worth, his independ- 
ence, his dignity. We believe in the widest per- 
sonal opportunity, narrowed down as little as 
possible by public interference. 

We believe in the competitive spirit ... in 
competition among ourselves, but not between 
the governed and those who govern. 

We believe in free private enterprise ... in 
what a man can achieve by his own hands and 
brain, by his energy, industry and inspiration, 
by his determination and self-reliance. 

As free men we believe in the other fellow’s 
freedom—in his merit, his integrity and his 
independence. 

We believe in the tradition of self-help. And 
we endorse the practice—as well as the theory— 
of the Golden Rule. 
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We believe in the tradition of decentralized 
power—politically and economically. 

As free men, we believe in a rule of law— 
and in a government of laws rather than of men. 
That is because where laws rule, impartial jus- 
tice is probable—where men rule, partial jus- 
tice is possible. 

As free men, we believe in the right of demo- 
cratic criticism of authority. We reject thought 
control as well as speech control. 

We seek the truth but reserve the right to be 
honestly mistaken. 

These traditions, these values, these freedoms 
form the great and unshakable foundation of 
our system. 

We have learned to recognize the enemy within 
or without. We can peer through his smoke- 
screen ... we know all his tricks of camouflage. 
He may appear in a different uniform. He may 
run up different colors. He may sound a new 
battle cry of hate. But he can never change his 
true identity. This enemy is always tyranny— 
whether imperialism in 1914, Nazism in 1941, 
or Communism today. 

In earlier trials, the cause of freedom emerged 
triumphant over the soul-destroying forces that 
blocked the human path. 

We who were rescued from tyranny then do 
not forget the rescuers who fought, and the 
rescuers who died. 

We who still are free will conquer again—in 
their name—and in the name of freedom. 
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SELECTOR SAMPLE 
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SHAWING » DRESSED LUMBER FLOO 
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SELECTOR SAMPLE BOARD is 21 feet long and 66 inches 
The lettering above the board is cork on black hard- 


high. 


BOARD 
wgs INTERIOR TRIM SPE 


WOULD! 


end section. 


Sample Board for Lumber Items 


Here are the construction details for 


Sample Board 


“Selector 


,’ a feature of the Peterborough (Ont.) 


[Lumber Company’s new store. Customers can fill their 
own orders easily and quickly. 


When American Lumberman 
described the Self-Order Serv- 
ice Boards developed by Theo- 
dore Carlon, advertising man- 
ager of Forest City Material 
Co., Cleveland (AL&BPM, 
Nov. 4, 1950), the article start- 
ed a chain reaction on the part 
of merchandising-minded deal- 
ers which has not stopped yet. 

Scores of dealers wrote Car- 
lon for further details, and a 
number of dealers visited the 
Forest City Material Co. show- 
rooms to see the Self-Order 
Service Boards for themselves. 
Among these dealers was Gor- 
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don B. Munro, vice-president 
both of the Peterborough (Ont., 
Canada) Lumber Co., Ltd., and 
the Ontario Retail Lumber 
Dealers Association. 

Special adaptations of the 
self-service boards were made 
by Munro to meet his specific 
needs. Many materials which 
might be displayed on these 
boards were already displayed 
in other areas of the showroom. 
Consequently, the ‘‘Selector 
Sample Board,” illustrated and 
described in this article, fea- 
tures samples of framing and 
dressed lumber; flooring, sid- 
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board. Each sample is eight inches long and includes an 


ing, V-joint, moldings and inte- 


rior trim specialties. 


(For a further description on 
how to mount building mate- 
rials to insure faster and better 


turn 
issue 


service to customers, 
the Oct. 20, 1951 


to 


of 


AL&BPM and read about the 


special display panels built 
the Hunt Sales Co., Ysle 
Tex.) 

The purpose behind all th: 
display boards is to bring y: 


and warehouse items right it 


the store. By looking over 

board, the customer can tell 
once what items are availa! 
what they look like and wi 
they cost. 


“The interest displayed 
the public,” says Munro, “! 
proved beyond a doubt the : 
vantage of such a board, p: 
ticularly the pricing of e: 
item. Since we have loggi 
operations, a planing mill, « 


kiln, wholesale and retail tra: 


our stock of lumber and mo 


ings is one of our major iten 
We have attempted to plac 
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CLOSEUP OF MOLDINGS shows how each item is identi- 


fied and price marked. 




















SAMPLES OF LUMBER include 1” and 2” framing stock. 


Price tags are in lineal feet. 





Use %” plywood—48” x 66”. 
Sand the exposed surface to smooth 
finish. (Size depends on quantity 
of samples to be displayed and 
available space.) Lay out samples 
to give best results, then larger 
samples are screwed on from the 
back, all smaller samples are glued 
on. 

Vertical strips are placed in po- 
sition spaced according to method 
of pricing and grades sold—also 
according to the kind and size of 
lettering and figures used. Vertical 
pieces 5/16” x %” are rabbeted 


How to Build Selector Board 


both edges 1/32” x %” to allow the 
vinylite strips to slide in place. 
When mounting on wall space, 
round-head wood screws to hold 
the top in place are suggested. 
The bottom is held in place by a 
dado mold %” x 2%” BN 2 edges 
and fastened to the framing in 
such a way that the price board 
drops into a recess %” deep back 
of the dado mold. Thus the Selec 
tor Board is readily removable by 
withdrawing upper screws and ply- 
wood panels out of recess. This 
facilitates interchangeability of 





samples. 

Be sure all surfaces have been 
sanded smooth and all dust re- 
moved. The entire board and sam- 
ples are then sprayed with two 
coats of natural cellulose clear, wa- 
ter-white lacquer. The first coat 
of lacquer should be cut with about 
25% of lacquer thinner and the 
surface lightly sanded. The second 
coat sprayed on as the material 
comes from the manufacturer. 
Since all samples and board are 
in raw wood state, the lacquer 
preserves this appearance. 





sanples on our board of each 
dimension 1” and 2” framing 
stock and finish D4’s, sidings, 
flooring and V-joint and every 
ee we carry, also special- 
les.” 

_ “Each sample is 8” long and 
includes an end section. We 
have prices applicable to fram- 
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ing in merchantable spruce, 
hemlock and cull hemlock; in 
finish No. 1 & 2 common white 
pine and No. 3 common white 
pine; framing is priced on 
MBM basis and the finish and 
moldings on a lineal foot basis.” 

Overall length of the Selec- 
tor Sample Board is 21 feet. 


The molding of the board is 
two feet from the floor. Height 
of the board itself is 66 inches. 
The lettering above the board 
is cork on black hardboard. The 
pricing of the items is in white 
lettering and the plastic figures 
which adhere to strips of red 
vinylite, are changeable. 
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CONSUMER COUNTER was done in birch. Glass showcase features tools. Some GORDON H. MONRO, left, vice-prési- 

40 drawers, on the rear side of the counter, hold various samples of customer dent, Peterborough (Ont.) Lumber 

literature and building materials. Co., and customer, examine Selector 
Sample Board. 





ROOFING IS DISPLAYED by means of sample panels DOMESTIC AND FOREIGN PLYWOODS dramatize the 

which slide into mobile cabinets. use of these materials for paneling purposes. All wall 
panels are held in place by battens screwed to the stud- 
ding. Thus they are easily replaceable. 





WALL TILE in a variety of designs, each square priced, CUTAWAY SAMPLES of gypsum board, fiber board and 
are mounted for easy visibility. insulation, show how these materials look when applied. 
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LIVE DEMONSTRATIONS in your store will provide con- 
vincing proof of the qualities claimed for your products. 














REPRODUCING A PHOTOGRAPH or advertisement from 
a national magazine as here at Sawyer’s Worcester, Mass., 
gives silent authority to your verbal sales arguments. 


What Your Customers Expect from You 


Both experienced and inex- 
perienced retail sales clerks oc- 








casionally fumble the ball 
when it comes to presenting 
proof and demonstrating evi- 
dence of the value of what they 
are selling. They have arrested 
their customer’s attention, they 
have developed his interest in 
the merchandise and have be- 
gui to build up some sense of 
coiviction and desire. And then 
they fall down at the point 
Where they must substantiate 
their claims. 

it takes more than a thor- 
Oush knowledge of the mer- 
chandise to prove its value to 
the customer. Professional re- 
tail sales clerks are well aware 
of the necessity for definite 
techniques in presenting testi- 
monials from users, pictures, 
demonstration models and sim- 
ilar proofs of value. 

Suying, after all, is prima- 
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rily an act of faith. For years 
sales people have been likened 
to missionaries in that they 
must carry a message of proof 
and create in the minds of their 
customers belief in what they 
say as well as a desire to buy. 

Customers like to have evi- 
dence of your character, some 
proof of your knowledge of 
merchandising, of your ability 
to analyze their needs and pre- 
sent the item which will be 
most useful and valuable in 
their circumstances. Customers 
like to see evidence of your 
store’s fairness and. integrity 
and business standing. Even 
when you handle many lines 
from many manufacturers, 
some proof of the reliability 
of the manufacturer of a par- 
ticular item is nice to have 
available to show the customer. 

Proof of the durability, com- 
fort, color-fast qualities and 


They demand convincing evidence that the products you sell will 
provide the service and satisfaction you claim for them. Here are some practical 
ways to use these “tools of evidence” effectively. 


adaptability of the merchan- 
dise you are selling, a careful 
explanation of the terms of the 
sale, and a good visual demon- 
stration of the product—these 
are other things that modern 
customers expect from the 
salesman. 

Testimonials, as such, are not 
enough. Rather than presenting 
a statement from Mrs. Smith, 
it is necessary to explain some 
of her problems which are sim- 
ilar to those of Mrs. Jones to 
whom you are talking at the 
moment. By this means you 
prepare her to believe and value 
the evidence presented. A simi- 
lar technique is employed in 
showing testimonial letters, de- 
scribing how the problems of 
the purchaser were solved by 
a particular item of merchan- 
dise before you show the letter 
itself. 

Faith on the part of your 
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Every month is a good month to sell insulation! 
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i Sure, new-home starts ‘“‘peak”’ in the summer. But new 


. homes get underway all year ’round. Lots of them! 


And—why depend on new construction alone? There’s 
{ remodeling business galore . . . go after it! 


Think of the attics being remodeled in your area—right 
now! The rooms being added to existing homes. Home- 
owners buy a whale of a lot of insulation every month 

of the year. 
— -* That’s another reason it pays you to handle Fiberglas* 
comin, ny Insulation. Most efficient and best known, this insulation 
ar" ay is the first choice of consumers as well as builders. Quality 
plus consistent advertising and promotion sees to that. 

So go after that ‘‘over-the-counter” business NOW. If 
your stocks are low, check today with your jobber or one 
of the industry leaders listed below: 


ual da TIGER 
ULITE 
Nad we 
pool KELLEY ISLAND 






monsess, 5,_, 





J BUILOING 
MATERIALS 





ARMSTRONG CERTAIN-TEED THE FLINTKOTE MINNESOTA AND LIME & 
CORK CO. PRODUCTS CORP COMPANY ONTARIO PAPER CO. TRANSPORT CO. 
Lancaster, Po. Ardmore, Pa. New York, N.Y. Minneapolis 2, Minn. Cleveland, Ohio 
Or write Owens-Corning Fiberglas Corporation, Dept. 
OWENS-CORNING 64-A5, Toledo 1, Ohio. 


DESO NCDE 3 10 your lie. fot good/ 


*Fiberglas is the trade-mark (Reg. U. S. Pat. Off.) of Owens-Corning Fiberglas Corporation for a variety of products made of or with fibers of glass. 
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customer essentially boils down 
into faith in your own relia- 
bi ity as an individual. Few of 
us are skilled automobile me- 
chanics. We take our automo- 
bie to a garage for repairs 
were we can have faith in the 
reliable performance of the 
rvice department. 

We buy on faith. Few people 
aie competent to judge the con- 
struction details and quality of 
materials in the merchandise 
you offer for their examination. 
Few know the difference be- 
tween originals and good copies 
when they are shown the two 
side by side. Few of your cus- 
tomers are able to compare, 
except in a superficial way, 
what you are selling with what 
they saw in another store down 
the street. Consequently, your 
customers must buy very large- 
ly on the basis of their faith in 
the truth and accuracy of your 
statements about the merchan- 
dise. 

Customers like testimonials 
that are specific, not just gen- 
eralized glowing comments 
about your merchandise, but 
specific statements of fact as 
to just how the other user of 
the item enjoyed it. In using 
such testimonials, don’t over 
emphasize the obvious; instead, 
use the technique of understate- 
ment to bring out the highspots 
of these evidences of value in 
your products. 

Testimonials should be shown 
from customers who seem to 
hive similar tastes, similar 
problems, similar interests as 
the customer to whom you are 
now speaking. People like to 
identify themselves with other 
p ople who have similar prob- 
ems. 

Other evidences of value 
Which you can use cover a wide 
renge of possibilities—labora- 
tcry testing reports on the 
product, news clippings, maga- 
ziie articles, advertisements 
from the daily newspapers and 
nitional magazines, and the 
piiysical demonstration sam- 
pes on the display floor. 

Professional retail sales 
clerks recognize the need for 
oiderly arrangement of their 
siles aids and materials. Some- 
times they use an especially 
prepared demonstration kit 
Which helps them remember 
the highspots in their sales 
talk while demonstrating the 
merchandise. Other times they 
use a straight “pitch” while 


oz 
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having a compact and easily 
accessible kit of materials 
which they can use from time- 
to-time as they reach an ap- 
propriate point in their pres- 
entation. It will, of course, 
seldom be necessary to show 
any prospective customer 
everything you have, but the 
fact that you obviously have 
real answers at your finger 
tips — literally — for almost 
every question, will make a 
strong and favorable impres- 
sion on your listener. 

The advertising placed by 
manufacturers in newspapers 
and magazines has a _ strong 
recognition value for many 
types of customers. The fact 
that such and such a product 
has an established “brand” 
name will have a good deal of 
weight in helping her decide 
between that item and another 
of unknown make. 

Manufacturing standards 
and “construction” details have 
been developed in most in- 
stances to meet specific cus- 
tomer requirements. Proof of 
that fact and details of how 
they were developed are of in- 
terest to some customers. Re- 
member that “construction” de- 
tails as such are meaningless 
unless they are expressed—and 
proved— in terms of customer 
satisfaction. 

Whether you are using testi- 
monials, news items, pictures, 
or other tangible evidences of 
value, it is still always neces- 
sary to give each piece of “evi- 
dence” a suitable build-up and 
explanation, to create in the 
mind of the customer a proper 
appreciation of the importance 
and relevance of this piece of 
evidence in your sales presen- 
tation. 

Many old-time sales clerks 
use the narrative technique in 
closing their sales. After the 
merchandise has been explained 
and demonstrated and all of 
the pertinent sales points 
brought out in the discussion, 
they will ease off the pressure 
a bit and tell a story about how 
some other customer had a 
similar problem which was 
satisfied by the product under 
discussion and how the other 
customer is now completely 
happy with the item’ she 
bought. At this point it is also 
dramatic and effective to bring 
out substantiating evidence to 
back up the narrative before go- 
ing on to close the sale. 
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Something 
to Crow About 


Painless change-over 
to new, economical quar- 
ters sets example for small 
dealers. 


How to keep business on the 
up-grade and at the same time 
acquire a new building, is a 
problem that many firms are 
facing almost daily. About the 
only way it can be done without 
disrupting everything is the 
Way one owner in Seattle, 
Wash., did it. 

He is William M. Crow, who 
has been wanting a new place 
of business almost from the day 
he first started in lumber, which 
was 12 years ago. He knew that 
he would have to replace the 
40-year-old building sooner or 
later, but he did it the easy 
way—in successive stages. 

The new 55 x 100 foot struc- 
ture he now has, is a good 
example of the low cost but 
spacious-type building to which 
more and more owners are turn- 
ing. A high trussed roof gives 
it lots of head room, which 
means a Saving in floor space. 
It also permits vertical stacking 
and allows loft space over the 
sales room, as well as decking 
storage in the rear. Sales room 
and office occupy the first 40 
feet of space, giving 60 feet to 
the storage area in the rear. 
Access to storage bins is by 
means of swinging doors on 
both sides of the building. 

Avoidance of that warehouse 
look is gained by two simple de- 
vices—a long canopy across the 
front, and huge vertical sign 
which starts from the sidewalk, 
splits the canopy, and extends 
above the roof. 

Since operating under the 
sign of the Crow, owner Crow, 
his son Willard, vice-president, 
and son-in-law Kermit Nan- 
ninga, secretary-treasurer, have 
noticed a sales increase amount- 
ing to almost 40%. This is 
partly the result, they figure, of 
adding more building materials 
to their stock—plumbing sup- 
plies, for example. They now 
are running a pipe-cutting and 
threading service, as well as a 
rental business in wrenches, 
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» . nes a iti sagt a £ 
YOU CAN’T MISS the Crow Lumber Company’s sign, which practically stops 
traffic, in Seattle, Wash. Huge cut-out letters in white against knotty-pine 


background announce complete line of building materials. 


j 


PLUMBING DISPLAYS are prominently featured along with roofing, siding, 
doors, hardware and other materials. 








REAR VIEW shows lumber storage, with both vertical stacking (right) «1d 
horizontal (left). Latter is for plywood. Deck at extreme rear stores insulat:'g 
materials. Planked roof is supported by built-up trusses. 


cutters and dies. 

With plans already under 
way for adding more items to 
their sales room, they feel that 


customers are more likely to 
buy if they can see what they ‘e 
buying—and are able to serve 
themselves. 
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Let the Friden Man show you how to 


Cut Lumber Figuring Costs 






with the Friden 
fully-automatic Calculator 


—The Thinking Machine 








GREEN DOUGLAS FIR SHS 


Mill -—siDeil'd @ 
2_Common @) @) 


2x8 - 1/6 2/8 _ 215/12 160/14 114/16 F309 h.00 74.00 981.87 
22/18 90/20 , 


6 49 
ex10- 1/6 4/8 29/12 193/14 1221/1 11,953 44.00 © TH.75 893 
66/18 41/20 


oxia- 6/8 51/10 ib4/12 7/14 71/26 — 10,172 \h.00 74.75 760.36 
5h /20 © wale 6 2638.72 

Pe 
oY 1079.30 


$1559.42 








Less Est. Freight 91, 466# @ 1.18 
COMPLETE BILLING 





The Friden (1) automatically accumulates total lineal 
feet of each dimension ...(2) converts lineal feet to 
board feet for each dimension .. . (3) automatically 
accumulates total board feet... (4) multiplies board 
feet by price ...(5) automatically accumulates price 
extensions ...(6) then automatically computes and 
ee “thinking out” the answers you want, subtracts freight 
the Friden Calculator provides positive and 

automatic proof that all figures were copied 
correctly and in correct decimal position ... also 

















positive automatic proof that board feet were Automatically 
accumulated correctly. * it takes work 
So automatic is the Friden in every lumber —— 
computation that no special operator training is 
required. Everyday figuring chores are speeded. 
So your Friden Calculator quickly pays for itself ! 
Figure on a Friden NOW — phone or write 
the Friden Man near you. Friden sales, instruc- 
tion and service available throughout the U.S. 


and the world. FRIDEN CALCULATING MACHINE 
co., INC., San Leandro, California. THE THINKING MACHJNE OF AMERICAN BUSINESS 
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Southern Company Releases 
Wholesale Merchandising Policy 


Southern States Iron Roofing Co., Savannah, 
Ga., defines its distribution policy. 


Savannah, Ga., Jan. 7—South- 
ern States Iron Roofing Com- 
pany is engaged solely in the 
distribution of building ma- 
terials and metal products at 


PRODUCTS 

Code Products 
01 Steel roofing products 
02 Mise. steel products 
03 Mise. aluminum products 
04 Asphalt products 
05 Aluminum roofing products 
06 Prefabricated products 
07. Miscellaneous products 
08 Furnace pipe and fittings 
09 Mise. wood products 
10 Insulation board products 
11 Plastic coated panels 
12 Asbestos products 


CLASSES OF TRADE 


Class 1—Retail Lumber and 
Building Material Dealers 


A lumber or building material 
dealer may buy from us any of 
the products listed above. To 
be eligible for this classifica- 
tion, a dealer must meet all of 
the following qualifications: 

1—He sells lumber or build- 
ing materials at retail. 

2—He maintains a place of 
business which is adequately 
equipped to serve the public— 
with office, storage yard or 
warehouse kept open regularly 
during business hours. 

3—He maintains a diversified 
stock of building materials for 
resale. 

4—-He maintains a sales serv- 
ice for customers and advertises 
as a retail dealer. 


Class 2—Roofing, Siding, 
Insulation, and Floor 
Covering Applicators 


An applicator may buy from 
us any product which he uses in 
his application work. He must 
meet the following qualifica- 
tions: 

1—He specializes in the sale 
of applied or installed roofing, 
siding, insulation, or floor cov- 
ering. 
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the wholesale level. We are not 
in the retail business. We are 
not in the contracting business. 


We do not compete with our 


customers. 


Code Products 
14 Screens and screen wire 
16 Flexible insulation 
17 Fir doors 
18 Cedar shingles 
19 Metal garage doors 
20 Hardwood flush doors 
26 Plywood 
27 Steel rain carrying equip. 
28 Aluminum mill products 
29 Steel fence posts 
50 Other industrial metals 


2—He maintains an _ office 
kept open during business hours 
and a warehouse or storage 
yard to adequately serve his 
trade. 

3—He maintains specialized 
equipment to perform the 
specialized service required for 
applying and installing mate- 
rials. 

4—He maintains a sales serv- 
ice and has advertised or other- 
wise announced to the public 
that he offers applied or in- 
stalled roofing, siding, insula- 
tion or floor covering. 


Class 3—Sheet Metal 
Contractors 


A sheet metal contractor may 
buy from us any product he 
uses in his application work or 
in fabricating sheet-metal prod- 
ucts. He must meet these qual- 
ifications: 


1—He sells installed sheet- 
metal products used in connec- 
tion with roofing, roof drainage, 
heating or air conditioning. 

2—He maintains metal-work- 
ing equipment adequate for 
manufacturing custom sheet 
metal items required in his nor- 
mal course of business. 


3—He maintains an office kept 
open during normal business 
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The editors of American Lumbe;r- 
man believe this statement of whol-- 
saling policy is of general interest 
to our readers. Comments from man- 
ufacturers and dealers are invit«:l. 
Other wholesalers are invited to sii- 
mit the merchandising plans of their 
respective companies. 





hours and a shop to adequate'y 
serve his trade. 

4—He maintains a sales servy- 
ice and has advertised or other- 
wise announced to the pubiic 
that he offers installed shect- 
metal products. 


Class 4—Manufacturers of 
Mill Work and Fixtures 


A manufacturer of millwork 
and fixtures may buy from us 
any product he uses in his 
manufacturing operations. He 
must meet all of the following 
qualifications: 

1—He specializes in the man- 
ufacture and sale of doors, 
special millwork items, or fix- 
tures made from _ shop-grade 
lumber, plywood and _ other 
materials. 

2—He purchases his normal 
requirements of shop-grade lum- 
ber from manufacturers or 
their established representa- 
tives. 

3—He maintains an office 
kept open during business hours 
and a warehouse equipped to 
give adequate service to his 
trade. 

4—-He maintains a sales serv- 
ice and has advertised or other- 
wise announced that he sells 
millwork and fixture items. 


Class 5— General Contractors, 
and Builders, and Large 
Industrial Firms 


General contractors, builders, 
and large industrial firms who 
have their own maintenance 
crews may buy from us the fol- 
lowing products: alsynite, Thi:l- 
man chimney, .032 industrial 
aluminum roofing, accessories 
and fasteners, industrial cor- 
rugated asbestos roofing, acc:s- 
sories and fasteners, 24 gauze 
and heavier steel roofing aiid 
fasteners. 


Class 6—Manufacturers of 
Ready-Cut or Factory- 
Fabricated Buildings 
Manufacturers of ready-ci't 
portable or factory-fabricated 
buildings may buy from us a\y 
(continued on page 70) 
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STACKING LUMBER at the rate of 40,000 feet an hour is all in a day’s work 
for this fork lift. Operator directs a load which will reach 23 feet high. 


They Give Their Business a “‘Lift’’ 


Ray 


Lumber Co., 


Phoenix, Ariz., adds 


mechanical handler to equipment list and sees sales 


volume practically doubled. 


How high can you stack lum- 
ber? That depends on your 
equipment. Two young men 
from Arizona say you can stack 
it as high as 23 feet! You can, 
that is, if you use a heavy-duty 
fork lift. 

About six years ago E. M. 
(Charlie) Ray and John A. 
Wyss formed a partnership and 
went into the lumber business. 
They did all right, but felt they 
could do better. They decided 


to invest $7,000 in a fork lift— | 


and haven’t been sorry since. 
It’s amazing what a differ- 
ence the lift, with its 1814-foot 
boom, has made. The firm does 
90% of its business with con- 
tractors, which means that 65% 
of its stock is lumber alone. Ray 
and his partner have gone over 
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their figures pretty carefully 
and have come up with these 
results: 

The lift does the work of 3 
roller-bed trucks (with drivers). 

Replacing the lift with trucks, 
drivers, and yard men would 
mean an annual payroll in- 
crease of $11,700. 

Since adding the lift to its in- 
ventory, the firm has seen a 
half-million dollar annual busi- 
ness increase. 

“To attempt handling our 
present volume without the 
fork lift, John and I estimate 
we’d have to double our yard 
crew.” (They now employ eight 
men). “We’d have to buy three 
additional trucks and hire driv- 
ers for them,” Mr. Ray says. 

If you’ve ever had to unload 








S me ‘ * we. ae 
ROY FULLER has operated the fork 
lift since the day it rolled into the 
yard. Here he’s making up an order 
for a contractor. 





PARTNERS IN YOUNG FIRM are 
Charlie Ray, left, and John Wyss, 
right. They watch Mike Addington, 
yard foreman (center), tally a new 
load. 


a flat car full of lumber by hand 
you know how long it takes. 
With a fork lift the Ray lum- 
ber Co. can do it in 114 hours! 
That’s with one man in the 
driver’s seat and one assistant. 
A box car takes a little longer; 
two men can do it in 8 hours, 
during which time the driver 
can spend part of his time on 
some other job. 

From 20,000 to 25,000 feet of 
pine lumber can be loaded in 
30 minutes, but, in addition, Mr. 
Wyss says, “the lift stacks it— 
we don’t have to touch it till it’s 

(continued on page 70) 
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DO YOU HAVE 
A REDWOOD 
ACCOUNT? 
























HOBBS WALL, Redwood Lumber 
Distributors for the past 86 years 
are inviting inquiries from whole- 
sale lumber distributors and com- 
mission men who also have built 
their business on years of honest 


dependable service. 


HOBBS WALL 
LUMBER CO. 


Wholesale Distributors of 
California Redwood Lumber 


405 Montgomery Street, 


San Francisco4 GArfield 1-7752 














































ABC 


BUDGET PLAN 


SETTER CREO PU 


Your best sales tool—the ABC 
finance plan. Ask us today. 


BRANCH 
OFFICES P 
BALTIMORE Pyt teeth in your 
BIRMINGHAM . . 
BosTON selling by quoting 
BUFFALO 
CHARLOTTE small monthly 
CHI 
CINCINNATI payments, and close 
V 
COLUMBUS the deal on the spot. 
navenbont Small monthly 
DENVER : 

DES MOINES payments will sell a 
DETROIT : ° 
wou foustan lot of modernization, 
INDIANAPOLIS the easy-pay way... 
LOS ANGELES = the ABC way—and 

MILWAUKEE you don’t tie up 
MINNEAPOLIS 


NEW ORLEANS 
NEWARK 
OKLAHOMA CITY 
OMAHA 
PHILADELPHIA 
PHOENIX 
PITTSBURGH 
PORTLAND 
ST. LOUIS 
SALT LAKE CITY 
SAN FRANCISCO 
SEATTLE 
SOUTH BEND 
TAMP 


A 
TOLEDO 
a General Office: Box 3426 Terminal Annex, Los Angeles 54 


working capital. 


ALLIED 
BUILDING CREDITS 


INC. 


Property Improvement 
and Modernization 
Financing Specialists 
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How’s Your Public Relations ? 


Check on this most important but often neeg- 
lected phase of your business—the public’s attitude. 


Ever stop to think how you 
stand with the public? Of 
course, you have—but did you 
ever do it scientifically? Prob- 
ably not, because that would 
mean the hiring of a research 
staff to conduct an opinion poll 
—at a cost of about $1,000, 
depending upon the size of the 
area being surveyed: Such ex- 
penditure might just as well be 
made for something more tan- 
gible—advertising, for example. 

But there is a way, though 
less scientific perhaps, of find- 
ing out what others think of 
you. It’s the self-survey method. 
Just ask yourself 10 questions, 
and answer “yes” or “no” as 
honestly as you can. Here they 
are: 

Do you belong to and actively 
participate in at least one local 
organization? (church, lodge, 
service club, etc.) 

Have you or has some mem- 
ber of your organization given 
a talk before some local group 
during the last year? 

Do you know the nickname 
your employes and other peo- 
ple in the community have for 
you? 

Do you call all of your em- 
ployes by their first name? 

Do you pay salaries that are 
equal to or better than the local 
wage scale? 

Do you know the names of 
all the salesmen who call on 
you? 

Do you know your local news- 
paper publisher personally? 

Do you keep your newspaper 
informed of your personal and 
business activities that are 
newsworthy? 

If you answer “yes” to all 10, 
your public relations is in 
good shape. If not, you can 
stand some improvement. 

Public relations begins at 
home. One of your first duties 
is to know what your own em- 
ployes think of you. What do 
they call you—“Money Bags,” 
“Simon Legree,” or “Scrooge’’? 
Or do they call you anything 
at all? Maybe you don’t give 
them a chance to know you. 
Spend more time with them, 





get better acquainted. Learn to 
know their families if you can. 
After all, they are a part of 
your organization too. And, be- 
sides, you’ll find it improves 
teamwork and organizational 
spirit. 

Public relations reaches into 
the community. Enter into 
group meetings without hesita- 
tion. Whenever you can and 
have the time, make it a point 
to appear before an audience. 
Give talks before groups. If 
you have a natural fear of pub- 
lic speaking, just remember 
that so do a lot of famous 
actors every time they go on 
stage. But they get over it— 
and so can you. You don’t have 
to be supercharged with elo- 
quence. Just put across one idea, 
that’s all. The practice you get 
and the new friends you make 
will be worth it in the long run. 

If you’re uncertain about sub- 
ject matter, here are two sug- 
gestions: “Customer Requests 
I Have Known,” “Wood— 
Where and How It Grows.” The 
first subject might be treated 
humorously—without mention- 
ing names, of course. The sec- 
ond might be a slide lecture on 
various kinds of wood. You can 
also show movies. A number of 
large manufacturers are mak- 
ing informative and entertain- 
ing movies on such subjects as 
insulation, paint or roofing. 


Public relations and the local 
newspaper. People like to know 
what others are doing. One of 
the best contacts you can have 
is with your local editor. This 
doesn’t mean you have to be a 
publicity hound; nor does it 
mean, contrarily, that you 
should avoid publicity like a 
plague. What the lumberman 
does is newsworthy, often move 
so than what the average busi- 
nessman does— if it’s in gocd 
taste, of course. 

When you place an ad with 
your local newspaper don't 
overlook the idea of giving it 
a spot news item at the sanie 
time. It is looking for news as 

(continued on page 70) 
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or more sales of double-glazed windows... 


NDOW/ 





lts stainless steel frame makes 





stocking and handling this fast-selling unit easier and safer. 








WINDOW 


the\ window with builtin insulation 


OU’LL FIND—as many other building supply and 
lumber dealers have discovered to their profit— 
that you have a local market of more than ordinary 
. . . , . . Rs 
proportions for Twindow, Pittsburgh’s window with 
built-in insulation. It just needs cultivation to bear 
fruit. 


Twindow is widely known and accepted by home 
makers everywhere. Pittsburgh’s large-scale con-* 
sumer advertising sees to that. This unit is the re- 
sult of more than fifteen years’ experience by Pitts- 
burgh Plate Glass Company in the manufacturing 
of double-glazed units. That means the highest 
possible quality, dependability and economy. It 
provides all the benefits of large window areas, 
without sacrificing heating and air-conditioning efh- 
ciency. Besides, Twindow is easy and safe to store © 
and handle. That’s because of its exclusive stainless 
steel frame which protects the seal and glass edges. 


Now is the time to plan to cash in on this easy- 
to-get, profitable picture window business. We sug- 
gest you survey your market and arrange to stock 
the sizes most popular in your locality (forty-seven 
standard Twindow units are available to fit the 
standard wood, steel and aluminum sash made by 
leading American sash manufacturers). You can 
get [window from many leading glass jobbers, from 
your nearest Pittsburgh Plate Glass Company 
branch, or, on the west coast, from the nearest 
branch of W. P. Fuller & Co. This coupon will bring 


you additional information. 


Pittsburgh Plate Glass Company 
2040-2 Grant Building, Pittsburgh 19, Pa. 


me descriptive literature and installation 


; | 
| 
| Without obligation on my part, please send 
details on TWINDOW. | 
| 
| 
| 
| 
| 


PAINTS - GLASS - CHEMICALS +: BRUSHES - PLASTICS 


G 


PITTSBURGH PLATE GLASS COMPANY 


l.uILpDING Propucts MERCHANDISER 
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BERKHEISER’S . —_ : “wD ! 
READY - MIXED a es 
CONCRETE IS THE BEST 


AND MOST ECONOMICAL! SEE US TOMORROW 





at. - 








7) 


© 1-2-4 Mix, $12.50 per yard, 

© Laboratory designed. 

© All materials accurately weighed and measured. 

© No Guess Work. 

© We use only Government inspected sand and gravel. 
© Concrete is discharged directly into forms. 

© One cubic yard covers 81 square feet 4” thick. 


All this adds up fo BIG SAVINGS fo yout ---- 
Plus Quality Concrete 








BOOTH AT TRI-STATE FAIR won blue ribbon for Berkheiser Lumber Co. 


LARGE DISPLAY SPACE is taken in 
local newspapers to promote sale of 
ready-mixed concrete, leading to the 
sale of many other materials. 


Ready-Mix Concrete Service Means Plus Sales 


Mississippi firm uses this merchandising spearhead as part of its diversi- 
fied advertising program. 















Mississippi—the state which county take those predictions heiser Specialty Company, a’! 


economic dopesters have pre- seriously. They see signs of of Corinth, Miss. About a year 
dicted will show the greatest such developments coming true. and a half ago, growth of its 
increased growth and _ pros- A case in point is the Berk- _ retail business encouraged the 


perity in the next few years  heiser Lumber Company, an company to establish a retail 
contains with its borders, Tisho- outgrowth of the Berkheiser yard. 


mingo County. Citizens of that Planing Company and the Berk- Facing stiff local competition, 
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SEE THEM... 














OF HEAVY DUTY 


INTERLOCKING y 
DOUBLE COVERAGE we 
SHOW THIS... SHINGLES 


on-the-job evidence to your 





customers! Three big, mid-West 
dairy barns* protected against 
wind, weather and fire — with 
TEX-LOK asphalt shingles. 


*Owners’ names on request. 


























TEX-LOK shingles are available in the 
areas served from roofing plants located 
at Lockport, Illinois; Port Neches, Texas; 
and Port Wentworth, Georgia. 


@in the Northeast... it’s 
TEX-LATCH 


Tex-Latch is similar to Tex-Lok except 
in method of locking tabs. Tex-Latch 
shingles are available from the Edge 
Moor, Delaware roofing plant. 





















MEMBER OF THE 
ASPHALT ROOFING INDUSTRY BUREAU 
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as well as the effects of a price 
war in Memphis, Tenn., only a 
few miles away, Berkheiser 
decided to promote its products 
through every available adver- 
tising media. So far the results 
have been encouraging although 
not enough time has elapsed for 
a full test. The firm’s advertis- 
ing budget is approximately 
$6,000 annually. 

The back cover of the Corinth 
high school football program 
was taken over for the season 
by Berkheiser, featuring the 
yard’s one-stop building service 
and containing a list of 28 items 
under the heading, “We now 
have in stock for immediate de- 
livery,” and emphasizing the 
company’s ready-mixed con- 
crete business. Although the 
company sells and advertises 
lumber, millwork, wallboard, 
paint, builders hardware, and 
the usual retail line, the ready- 
mixed concrete business is the 
leader for a very practical 
reason. 

No one else but Berkheiser 
has the equipment and trucks 
to prepare and deliver ready- 
mixed concrete for pouring on 
the job. In a competitive area, 


this has provided the company 
a merchandising spearhead 
which obtains recognition and 
sales on large construction and 
small jobs alike — wherever 
poured concrete is needed. The 
ability to render this service 
brings in its wake orders for 
other building materials. 


Another example of grass- 
roots promotion was participa- 
tion in Tri-State fair for six 
days. Berkheiser Lumber Com- 
pany had a booth at this fair 
and gave away prizes. Doris 
Baker, twin sister of Horace 
Baker who heads the Berk- 
heiser Lumber Company, was 
in charge of the booth which 
won the Tri-State blue ribbon. 
Home decoration, paints, lino- 
leum tile, cabinet hardware, 
wallboard and ceiling tile, were 
featured in this prize-winning 
booth. Tie-in advertising, pro- 
moting booth and fair, included 
half-page ad in the newspaper 
and radio spots. This promotion 
resulted in new and _ repeat 
business. 

Newspaper advertising space 
taken by Berkheiser emphasizes 
its ready-mix concrete service. 
A full-page ad was used by the 





newspaper when the _ ready- 
mix trucks were secured. The 
company sponsors the Fulton 
Lewis, Jr. news broadcast five 
nights a week, and two news- 
casts daily. American Lumber- 
man’s special dealer promotion 
pieces are sent to a selected list. 
Movie-goers in Corinth see a 
trailer ad on the Berkheiser 
Lumber Co. 


Farmers and builders driving 
into Corinth can read the Berk- 
heiser billboard- paint adver- 
tising on each of the four 
highways. The company’s name 
and phone number on the side 
of the firm’s eight trucks, re- 
sult in quite a few calls, accord- 
ing to Doris Baker, who handles 
the company’s advertising. 

Berkheiser makes deliveries 
with a radius of 25 miles. “We 
visit jobs anywhere in the coun- 
ty,” explains Horace Baker, 
“and try to sell materials wher- 
ever activity is soon on a build- 
ing site.” 

The company recently made 
a progress picture of ready- 
mixed concrete being poured on 
the job. This is shown before 
club groups and industry meet- 
ings. 




































































SEADRIFT PANELING 
cea 


Rosboro’s latest addition to their already 
complete list of superior products. 


This distinctive paneling with its “pecky 
surface”; and unusual coloring and tex- 
ture is excellent as a new approach to 
decorating any interior; home, office, or 
display room. 


A wide range of finishes and colors can 
be used to enhance the beauty of this 
fine weathered wood. 


Seadrift paneling is furnished in all ran- 
dom widths. It is K.D. and manufactured 
in accordance with Rosboro high stand- 
ards of quality. 


We will be glad to furnish samples upon 
request. 


ROSBORO 


Lumber Company 
Springfield, Oregon 
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BROWN-GRAVES CO. 
Akron I, Ohio 
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light and airy 
modern wood 
windows... 

for every home 


BEE GEE Modern Wood Windows are exactiy 
what your customers want—modern, light, airy — 
and beautifully styled to lend a decorator touch 
to every home. BEE GEE Windows meet every 
need, satisfy every desire, fit every budget. And 
with over 42 styles and sizes to offer, your sales 
profits are assured. 


BEE GEE Modern Wood Windows are complete 
pre-fit units consisting of frame, fully glazed sash 
with all hardware and copper screens installed 
at the factory...ready to set in the wall. 


“Clean the Outside from the Inside” 
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Photo Courtesy Chicago Construction News 


SAVING STEEL by use of new composite steel-masonry lintel at Chicago ware- 
house. Sheldon Leavitt, structural engineer, foreground, and Kenneth Milbrandt, 
director of civil engineering materials testing laboratory—Illinois Tech, watch 


workmen pour grout. 


How Critical Building Materials 


Can Be Conserved 


Independent agencies, including Lumber 
Dealers Research Council, cooperating in move to 


save vital materials. 


The conservation of critical 
building materials continues to 
be a top priority subject for 
study by experts in the field. 
The scarcity and government 
controls of key materials are 
now encouraging extensive re- 
search into new ways for build- 
ing with a minimum amount of 
controlled materials. 

Interested dealers may obtain 
specially prepared literature 
that offers intelligent sugges- 
tions for conserving vital mate- 
rials. 

The National Association of 
Home Builders has _ recently 
prepared a new booklet titled, 
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“Housing and the Emergency.” 
The booklet is available at no 
charge by writing the National 
Association of Home Builders, 
1028 Connecticut Ave., N.W., 
Washington 6, D. C. 


Substitutes for Metals 


Structural Clay Products In- 
stitute has available a new bul- 
letin showing how brick and 
structural tile can be used to 
minimize the use of critical 
metals. Write the Structural 
Clay Products Institute, 1520 
ge St., N. W., Washington 6, 
D. C. 

Materials Use Survey—The 


January 28, 1952, AMERICAN LUMBERMAN © 


HHFA Division of Housing Re. 
search is now conducting a sur. 
vey that already indicates the 
significant swing to copper and 
brass for interior water systems 
in the last decade. The survey 
also reveals the growing use of 
steel and aluminum for win- 
dows. 

These and many other inter. 
esting comparisons that show 
the important role of metal in 
home construction have been 
released in an eight-page report 
titled “Trends in Selected Char- 
acteristics of Single Family De. 
tached Houses,” and can be 
obtained from the Housing and 
Home Finance Agency, Division 
of Housing Research, 1626 K 
St., N. W., Washington 25, D. C. 

While conservation of critical 
materials in time of emergency 
has immediate interest to the 
building industry, some of the 
soundest thinkers are looking 
beyond the immediate period to 
long-range problems of supply 
and the utilization of basically 
important materials. 


Materials Not Inexhaustible 


The Building Research Ad- 
visory Board of the National 
Research Council in a recent 
report pointed out that, “our 
seemingly boundless supplies of 
raw materials are not inexhaus- 
tible and that conservation of 
certain materials is inevitable. 
It is not assumed that Ameri- 
cans will soon find themselves 
faced with Europe’s problem of 
scarcity, but some opinions are 
expressed that the ingenuity 
which originates in conservation 
can be put to the test of en- 
abling us to build more in our 
type of economy.” 

Throughout the country defi- 
nite projects are already under 
way along conservation lines. 
The University of Maryland, 
for example, has been assigned 
a research program by the 
HHFA to develop criteria for 
testing alternate and substitute 
materials to be used instead of 
critical materials in plumbing 
installations. 

The Lumber Dealers Research 
Council has recently appointed 
a committee to discuss modu- 
lar coordination and dimen- 
sional standardization in house 
construction, and possible nec- 
essary changes in dimensional 
lumber as to wall thickness, 
height of studs, spans of joists 
and rafters. 
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AMONG THE DEALERS 
NRLDA to Publish Dealer Guide 


‘he special Handbook Committee 


of the National Retail Lumber 
Dealers Association met recently 
in Washington for their first meet- 
iny and officially began preparation 
of a new sales manual to be known 
as the “Dealer Operating Guide.” 
The “Guide” will eventually cover 
every major step in the successful 
operation of a retail lumber and 
building materials company. 
Twelve chapters were selected for 
immediate production because they 
are needed to help round out the 
content of the textbook package for 
30-day training courses or because 
it was felt that the subject would 
be of particular interest to dealers 
at this time. 
Priority 
terials 


subjects include: ma- 
handling, package selling, 
accounting, rules of thumb, selling, 
stock control, pricing, credit and 
collections, advertising, millwork, 
cement and estimating. 

Members of the handbook com- 
mittee are: Clyde A. Fulton, chair- 
man, W. C. Bell, John W. Dain, 


Russell W. Nowels, and_ Elias 
Nuttle. 
The introduction has already 


been prepared and it was throughly 
reviewed by the committee at their 
first meting. The introduction un- 
derlines the purpose of he “Guide” 
that will be prepared gradually over 
the years—chapter by chapter. The 
introduction comments that: 
“Each individual chapter will be 


' planned and developed by a selected 


committee of dealers known to have 
special ability in that particular 
field. Thus, the “Guide” will be 
written for dealers by successful 
dealers who know the retail lumber 
business intimately from long and 
practical experience. The “Guide” 
will deal specifically and solely with 
the retail lumber business with no 
generalities nor wasted space.” 

The new NRLDA manual will be 
civided into seven sections. After 
the introduction, now ready for 
publication, the contents will in- 
clude: 

A picture brochure which will 
tell about the industry, how it 
operates, and how it serves the 
public. 

Product Data and Information 
in a series of chapters explaining 
the nature, the uses and the prop- 
erties of major building materials. 

Salesmanship chapters that tell 
how to make the best impressions 
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on customers and how to sell ma- 
terials successfully. 

Construction will be covered in 
many chapters with essential facts 


that dealers’ salesmen need to 
know. 
Yard operation chapters. will 


describe efficient methods of han- 
dling, storing, lading, and deliver- 
ing materials. 

Executive management chapters 
will explain the techniques used 
by outstanding dealers in buying, 
pricing, employe management, 
merchandising, display, ete. 


Convention Dates 


February 
5, 6, 7— Michigan Retail Lumber 
Dealers’ Assn., Civic Auditorium, 


Grand Rapids, Mich. 

6, 7, 8—Middle Atlantic Lumbermen’s 
Assn., Chalfonte-Haddon Hall, Atlan- 
tic City, N. J. 

6, 7, 8— Mountain States Lumber 
Dealers’ Assn., Shirley-Savoy Hotel, 
Denver, Colo. 

6, 7—Lumber Dealers Association of 
Western Pennsylvania, Wm. Penn 
Hotel, Pittsburgh, Pa. 

12, 13, 14—Illinois Lumber & Ma- 
terial Dealers’ Assn., Sherman Hotel, 
Chicago, III. 

13, 14, 15—Virginia Building Material 
Assn., Roanoke. 

18, 19— Mississippi Retail Lumber 
Dealers’ Assn., Buena Vista Hotel, 
Biloxi, Miss. 

27, 28, 29— Nebraska Lumber Mer- 
chants Assn., City Auditorium, 
Omaha. 


March 


3, 4, 5—Intermountain Lumber Deal- 
ers’ Assn., Hotel Utah, Salt Lake City. 


4, 5—North Dakota Retail Lumber- 
men’s Assn., Fargo or Bismarck, N. D. 
4, 5, 6—Indiana Lumber & Builders 
Supply Assn., Murat Temple, Indian- 
apolis, Ind. 

12, 13, 14—Iowa Retail Lumbermen’s 
Assn., Iowa Exhibit Bldg., Des 
Moines. 

18, 19, 20—Carolina Lumber & Build- 
ing Supply Assn., Greenville, S. C. 
19, 20—Louisiana Building Material 
Dealers’ Assn., Jung Hotel, New Or- 
leans. 

24, 25, 26—Nat’l Roofing & Siding 
Contractors Assn., Hotel Statler, New 
York City. 

25, 26, 27 — Tennessee Building Ma- 
terials Assn., Nashville. 

27, 28—Independent Retail Lumber 
Dealers’ Assn., Hotel Radisson, Min- 
neapolis, Minn. 


April 

2, 3, 4—New Jersey Lumbermen’s 
Assn., Atlantic City, N. J. (no ex- 
hibits). 

15, 16, 17—South Dakota Retail Lum- 
berman’s Assn., Coliseum, Sioux Falls. 
15, 16, 17— Southern California Re- 
tail Lumbermen’s Assn., Ambassador 
Hotel, Los Angeles, Calif. 

16, 17, 18—Florida Lumber & Mill- 
work Assn., Tampa, Florida. (No ex- 
hibits.) 

17, 18, 19—Nat’] Assn. Commission 
Lumber Salesmen, St. Louis, Mo. x 
20, 21, 22—-Texas Lumberman’s Assn., 
Galveston. 

23, 24, 25—Georgia Lumber Dealers’ 
Assn., Oglethorpe Hotel, Savannah, 
Ga. (No exhibits.) 

23, 24, 25—Lumber Merchants’ Assn. 
of Northern California, San Fran- 
cisco, Calif. 

13, 14, 15—Virginia Building Material 
Assn., Roanoke hotel, Roanoke. 

24, 25, 26—Arizona Retail Lumber 
and Builders Supply Assn., Inc. Pio- 
neer Hotel, Tucson, Ariz. 











| ~~ Building in 1951 Near 30 Billions 
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Amount Spent for New Construction in the 


BILLIONS yor 
—— United States by Years, 1918-1951 pate: 
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MERCHANDISING CLINIC 


The High Cost of 
Verbosity 


The story is an old one and you no 
doubt have read it time and again, 
but it’s worth repeating in order to 
point again to a bureaucratic sin that 
must be costing tax payers vast sums 
of money. We are referring to ver- 
bosity, as it is well illustrated in the 
oft-repeated account of the fact that 
26,911 words were required in the 
OPA order reducing the price of 
cabbage. On the other hand, less than 
300 words were used in Lincoln’s 
Gettysburg address and in the Ten 
Commandments which have had much 
to do with the behavior of a large 
segment of the human race for a 
long, long time. 


Too few words are far 
more to be desired than too 
many. 


Lengthy and Obscure 


The advertisement that is packed 
with too much fine print invariably 
lacks pulling power as compared with 
the copy that tells the reader what 
he wants to know in a few words. 
Salesmen who ramble on and on 
seldom get a second hearing. Buyers 
in practically all large companies 
have long since developed ways and 
means for getting rid of the fellow 
who finds it difficult to reach a termi- 
nal point. Long letters are skimmed 
through or put to one side for later 
(if ever) reading. Yet practically 
every order released by the Govern- 
ment is made up with page after 
page of fine print and written in a 
strange jargon that only causes un- 
told confusion and requires vigilant 
interpretation. As a matter of fact, 
we never have seen a simple order 
released by any bureaucratic agency 
or one where the meaning was clear. 
Why this devotion to verbosity? 


P Government orders are 
good examples of how not to 
say it. 


Not in the Mood 


We find it difficult to account for 
the indifference of the ultimate con- 
sumer when it comes to buying. This 
time last year he was grabbing 
everything in sight. Today he merely 
shrugs his shoulders and decides to 
“wait a while.” Short of money? 
Definitely not. Actually, spendable 
income was never greater. More 
people are employed at higher wages 
than ever before. Shortages exist in 
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but few lines although there are 
threats of many. Seems strange that, 
under such circumstances, so many 
people are not in a buying mood. 


. .. Have we lost the power to 
create sales? 


Reasons Why 


A few days ago we asked a friend 
of ours why he isn’t interested in 
buying some of the several things 
he admits he needs. His reply: 

(a) Prices still too high. (b) Spent 
too freely last year. (c) Talk of 
higher taxes scares him. (d) Doesn’t 
want to be too much in debt in the 
event of war... “Who wants to buy 
anything after reading the papers.” 
(e) Getting along pretty well with 
present belongings. (f) “The longer 
I wait, the more improvements I'll 
get when I finally buy.” (g) High 
inventories mean lower prices later 
on. (h) Price breaks in some lines 
will spread to others. (i) “No one is 
trying to sell me anything.” (Only 
exception was department store cut- 
price advertising or inventory-reduc- 
ing sales both of which caused him 
to postpone buying rather than doing 
it now.) (j) “Every time we begin 
to talk about buying something it 
ends up with ‘Guess we’d better save 
our money’” (Lack of confidence in 
the Government’s policies and prac- 
tices). 


. . . Today’s job: Getting buy- 
ers off the dead center of in- 
difference. 


Industry Is Too Production 


Minded 


A decade of shortages has focused 
attention on producing rather than 
efficient distribution. The average 
manufacturer is hell-bent on increas- 
ing his production rather than his 
selling facilities. He is building larger 
factories instead of bigger and better 
sales organizations. A _ prolonged 
period of unprecedented demand (that 
has exceeded supply) has distorted 
his thinking. Result: His sales or- 
ganization is completely out of bal- 
ance with his ability to produce. 
Defense activities or war demand 
may build up demand again but while 
this is taking place, selling efficiency 
will decline further. 


. .. Buying power is not lack- 
ing, which means we are 
under-selling rather than over- 
producing. 


Wanted: A 1952 Car 


On the train a few days ago, we 
fell to talking with a business min 
who would like to buy a new ear. !{e 
is driving a 1948 model and has made 
up his mind that his next car will be 
in a higher price bracket . . . next to 
the top layer, in fact. Last fall at the 
State Fair he visited the manufac- 
turer’s exhibit where he spent more 
than an hour going over a car that 
was the apple of his eye. He admitted 
to the salesman in charge that it was 
exactly what he wanted and that he 
was ready to make a deal. The sales- 
man was pleased, especially when the 
prospect gave him his card revealing 
that he was one of the top executives 
of one of the largest concerns in the 
city. That, however, was the last the 
business man has heard of the sales- 
man. No one has called on him to get 
an order that was offered the com- 
pany on a silver platter. 


. .- Has anyone asked you to 
buy a new car or urged you to 
trade your old one for a new 
model? 


Where Is the Selling 


Pressure? 


Twenty well-known business men 
recently were attending a business 
meeting of their church. The evening 
before a local TV station had telecast 
a picture of the edifice and the 
carrilloneur in action at the keyboard. 
Questioning by the moderator brought 
out the fact that only three of the 
group had watched the program and 
only four owned TV sets. On the way 
home a friend, who is one of the 
directors of the largest bank in the 
city, said the same question had been 
asked the directors at the previous 
meeting. The percentage of owner- 
ship was even lower than at the 
church meeting. 


. Thought for the week: 
“The man who is unwilling to 
step up his ‘give’ really should 
not expect to increase his 
‘take.’ ” 


Have We Lost 
What It Takes? 


The come-and-get-it market ma 
have been pretty well saturated, but 
there still remains the much greate 
field where sales must be created. 
Question is whether we have lost the 
ability to make the most of such ati 
opportunity. 


January 28, 1952, AMERICAN LUMBERMAN ¢’ 











— ae oe 














| ye 


lore 
hat 
ted 
was 
ne 
les- 
the 
ing 
ves 
the 
the 
les- 
get 
ym- 

























MADE OF CLEAR, PONDEROSA PINE 
SAVES TIME — KEEPS STOCKS CLEAN! 


Trim-Kit is the latest development in window 
and door trim. It is architecturally designed 
to make it adaptable to all types of archi- 
tecture. It's accurately and smoothly ma- 
chined. It's packaged for easy handling 

and inventory. Keeps it always bright 

and clean. 


@ REDUCES 
COST 


@ ELIMINATES 
WASTE 


Contact your 
jobber. Trim- 
it is. sold 


<S! _ nized recog- 


-_ jobbers 







~ 


Investigate today. Discover how 
g 


only. 
Firpine's Products In- 
clude: inside door jambs, 
standard lineal mouldings, 
cut-stock, furniture dimension, 


Trim-Kit can help your profit in 

ture as well as your customers! SS. 
aT, and other special items plus whole- 

sale service in practically everything 


@ in Western Softwoods. 


Propucts COMPANY 
P. O. BOX 188 — OSWEGO, OREGON 


SELLG> neavy-puty STOCK GATES 


ADJUSTABLE 
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Jos. B. Clay, Presi 



























CHECK AND MAIL COUPON 


CLAY EQUIPMENT CORPORATION 
223 South St. 
Cedar Falls, lowa 


( Rush new stock gate literature. 


Brand new! Never before such a 
gate for the money. Priced down to 
move in volume. Designed and built 
by nation’s leading farm gate manu- 
facturer to absolutely OUT-GUAR- 
ANTEE — OUT-FEATURE — OUT- 
LAST COMPETITION. 


Powerful Spring advertising cam- 
paign in 19 top state and national 
farm papers. Total circulation over INFORMATION 
9 million. 













(J Rush literature complete Clay line. 
NAME 





ADDRESS. 
CITY —_—_ STATE 
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B.F.Goodrich 





Tig 


“Witeeeeeamaalllll 


Sl him ano ella 


Thousands of home owners throughout the country are busy installing 
new tile flooring ... in their cellars, kitchens and bathrooms. And 


thousands of others are planning to do so in the near future. 


Capitalize on the fast-growing trend toward self-installation by stocking 


the famous research-tested line of B. F. Goodrich Flooring Products. 


You ... and your customers ... can depend on B. F. Goodrich 
Asphalt Tile for any flooring installation, whether on, above or below 
grade. It’s attractive and durable, and comes in a variety of beautiful 


colors, with rich marbleization that can’t wear off. 
B. F. Goodrich Asphalt Tile has clean edges and true corners that 


make installation easy, and it is modestly priced. 


Send for our descriptive folders — they'll help you increase your 
flooring sales. Write Dept. L1, B. F. Goodrich Co., Flooring Divi- 
sion, Watertown 72, Massachusetts. 


B.EGo 


RUBBER TILE - ASPHALT TILE + VINYL PLASTIC TILE - 





RUBBER COVE BASE - ACCESSORIES 











What's YOUR Answer? 


Test your product knowledge as 
well as your knowledge or what other 
dealers are doing by taking this quiz. 

Rate yourself 10 points for each 
correct answer. 100-90% — excellent; 
80-70%, good; 70-60%, fair; 60-50%, 
passing. 


1—This Papoose is no Indian 
baby. What is it? 

2—How long does it take Ray 

Lumber Co., Phoenix, Ariz., 

to unload a flat car of lum- 

ber with a fork lift truck? 

What manufacturer is offer- 

ing a new paneling distinc- 

tive for its “pecky surface” 

and unusual coloring? 

4—What lock has “a million 
friends?” 

5—One wholesaler breaks 
tradition by publicly an- 
nouncing its merchandising 
policy in this issue. Who is 
it? 

6—A paper-hanging outfit is 
now available for rental 
service. Who offers it? 

7—You can cut your lumber 
costs with a “thinking ma.- 
chine,” says this advertiser. 
Who is the manufacturer ° 

8—Customers’ comments, says 
this advertiser, prove tha‘ 
home-shop advertising 
makes sales. What too! 
manufacturer is this? 

9—What low-cost plastic floor- 
ing, claims the manufac 
turer, is greaseproof, acid- 
resistant, requires no ad. 
hesives for installation and 
is quiet underfoot? 

10—Will a 40% cut in critica! 
building materials have a 
disastrous effect on housing 
starts this year? 


9 
vo 





Answers on Page 70 
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WHAT’S NEW 





Products .... Sales Aids... . Literature 


Hand-Picked, Pre-Sold 
Prospects for Dealers 

Alert dealers are offered names 
and addresses of prospective build- 
ers and modernizers in their sales 
area who ask for copy of Home 
Owners’ Catalogs to assist them in 
their planning. For complete infor- 
mation, dealers should write Home 


Owners’ Catalogs, Dept. LO, 119 
West 40th Street, New York 18, 
N. Y. 


Adding Machines 


Adding machines will be sold by 
The National Cash Register Com- 
pany for the first time on a nation- 
wide basis, it was announced by 
Stanley C. Allyn, president. The 
company has been making business 
machines for over 67 years, and 
entered the adding machine field in 
1943 with the purchase of the 
Allen-Wales Adding Machine Cor- 
poration, Ithaca, N. Y. A year ago 
the name of the adding machines 
was changed from Allen-Wales to 
National and at the same time new 
and improved models were intro- 
duced. Manufacturing facilities 
were and will be retained in Ithaca. 
For information write The Na- 
tional Cash Register Company, 
Dept. AL, Dayton 9, Ohio. 
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Interior Decorating Service 

A free Interior Decorating Serv- 
ice for customers of Armstrong 
Cork Company’s Temlok, Monowall, 
and Cushiontone materials has been 
inaugurated by the company as an 
exclusive sales aid for retail deal- 
ers who sell interior finish mate- 
rials. The Service is being added 
to provide an extra “tool” in sell- 
ing to customers who welcome ex- 
pert advice in planning how the 
materials can be used to the best 
advantage. The customer planning 
to remodel his attic, basement, 
kitchen, hall or other room, or com- 
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mercial interior receives from the 
lumber dealer an application blank 
on which he lists pertinent infor- 
mation such as the architectural 
type of house, the rooms or areas 
he plans to remodel or build, gen- 
eral color preferences, sizes of 
areas to be treated, and other in- 
formation. From the information 
furnished, experts in Armstrong’s 
Bureau of Interior Decoration will 
prepare a general guide for the 
customer, suggesting wood trim 
color, curtain and drapery mate- 
rials, floorings, and other decora- 
tive elements. Write Armstrong 
Cork Company, Dept. AL, 4701 
Ross St., Lancaster, Pa. 





Three- Cylinder Diesel Truck 


GMC Truck and Coach Division 
just announced its exclusive three- 
cylinder Diesel truck, smallest and 
lightest Diesel ever to be commer- 
cialized for use on American high- 
ways. Described as another Diesel 


“first” by GMC, the new GMC 
D450-37 is a two and one-half ton 
unit, with five available wheelbases 
for either truck or highway tractor 
models. Announcement of the radi- 
cally new Diesel truck was made 
by Roger M. Kyes, vice-president 
of General Motors and general man- 
ager of the GMC Truck & Coach 
Div., who said the compact, 110- 
horsepower model would create new 
horizons for cost-conscious truck- 
ers operating in the 19,500 Ib., 
G.V.W.—35,000 lb., G.C.W. class. 
“The GM 2-cycle Diesel economy is 
being offered for the first time in 
trucks of the medium-weight haul- 
ing class,” Kyes said. “The GMC 
D450-37 enters a market where 
there is no other Diesel competi- 
tion.” Previously used only by high- 
way haulers and in heavy-duty off- 
the-road operations, the famed 
GMC Diesel family has in its new- 
est member the adaptability for 
many other different applications. 
Write GMC Truck & Coach Divi- 
sion, General Motors Corporation, 
Dept. AL, Pontiac 11, Mich. 





6!/, Yd. pom ‘Mix Plus" Unit 


Widely differing needs among 
ready - mixed concrete operators, 
varying according to local condi- 
tions and load limitations, different 
payload requirements and wet-mix 
or- dry batch operation, have re- 
sulted in a new development—the 
Model HMD “Mix Plus” truck 
mixer or agitator, in 3, 4% and 64%4 
yard sizes. Basic in ‘Mix Plus” 
models is the proved design of 
Jaeger’s fast-charging and dis- 
charging drum with ‘“dual-mix” 
action, to which any additional 
equipment may be added to meet 
each operator’s particular service 
requirements. Drum, frame, front 
trunnion and drum roller assem- 
blies, in all “Mix Plus” models, are 
designed to handle the maximum 
volume of material which operators 
may wish to carry. All are equipped ° 
with mudguards and_ catwalks, 
assembled as a complete unit for 
the first time in truck mixer de- 
sign, and 3-piece “Swing-Away” 
chute which meets all discharge 
conditions. To this basic mixing 
unit, the flexible “Mix Plus” design 
permits the operator to specify a 
choice of equipment which his local 
conditions may require. Write the 
Jaeger Machine Company, Dept. 
AL, Columbus, Ohio. 





Paperhanging Kit 


This new Paperhanging Kit is a 
complete home paperhanging outfit 
now being made available for rental 
service, In one compact and port- 
able unit are all the professional 
quality paperhanging tools needed 
to make a job of wallpapering 
quicker and easier for the amateur 
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or homeowner. The kit is built 
around a strongly constructed past- 
ing table which folds into a com- 
pact case equipped with a leather 
handle. The various tools includ- 
ing a casing knife, seam roller, 
paperhanging knife, trimmer, and 
straight edge, have storage spaces 
inside of the table. Provision is also 
made for storing paste and smooth- 
ing brushes. It is estimated up- 
wards of 75% of people buying 
wallpaper today are hanging this 
paper themselves, and the Paper- 
hanging Kit which can be rented 
for a modest fee provides a simple 
way of acquiring all of the tools 
and equipment needed. Write War- 
ner Manufacturing Co., Dept. AL, 
801 16th Ave., S.E., Minneapolis 
14, Minn. 





New Solex Functional Glass 
Solex, a greenish tint glass which 
absorbs the sun’s heat, reduces eye- 
strain and keeps fading and bleach- 
ing of fabrics to a minimum, is 
the newest product offered by the 
flat gliss industry. This glass may 
be bent, laminated or tempered for 
use in practically every known 
type of flat glass application. Made 
specifically to reduce the intensity 
of solar radiation, it actually takes 
the heat out of sunshine but does 
so without sacrificing the light 
transmission characteristics of high 
quality glass. Occupants of Solex 
glazed interiors, especially if they 
sit adjacent to windows in direct 
sunlight, are cooler and more com- 
fortable. The pleasant greenish 
tint also softens light intensity and 
thus reduces glare. Twindow 
double-glazed window units with an 
exterior light of Solex and an in- 
terior light of regular plate glass 
add a very material insulation 
value. This is effective in reducing 
heat gain in summer and in lower- 
ing heat costs in winter. A double- 
glazed unit with a % inch air 
space is the equivalent of an 8” 
brick wall in terms of heat gain or 
loss. Write Pittsburgh Plate Glass 
Company, Dept. AL, 2021-2 Grant 
Building, Pittsburgh 19, Pa. 
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"Novidor" 


“Novidor” is the trade name of 
a new low-priced line of hollow- 
core flush doors just announced by 
Young Wood Products Co., manu- 
facturers of flush doors exclusively 
since 1946. The low cost is said 
to be entirely achieved by the use 
of southern hardwood veneers; 
otherwise the new doors are made 
to the same standards of workman- 
ship and materials as used for the 
quality line of Young Flush Doors. 
“These are first grade doors,” re- 
ported William Young, president, 
“and while southern hardwood ve- 
neers are considerably lower in 
price than the Northern varieties, 
they are very good looking in their 
own right. Therefore, they can be 
used for varnish finishes as well as 
paint. We intend to make certain 
that Novidors are worthy of our 
name—for that reason no factory 
rejects or mill accumulations will 
be used.” Write Young Wood Prod- 
ucts, Dept. AL, 45240 Grand River 
Ave., P. O. Box 166, Novi, Mich. 





New Stair Treads 


Wallace C. Gilbertson, director 
of sales, Fremont Rubber Company, 
announces a new type of rubber- 
stair tread, said to add more beauty 
to any stairway by actually simulat- 
ing carpeting. Available in three 





colors—gray, burgundy and gree 
—two sizes 9x18” and 9x24”-- 
two styles, Fremont Standard wit! 
curved nose to fit stairs, and Frv- 
mont Patented Double Duty Tread 
with a riser that gives the effect of 
a continuous stairway. Top surface 
of the new treads has a pebble-type 
finish that gives the appearance of 
carpeting. Treads will wear for 
years, They are slip-resistant anil 
easy to keep clean. Write Fremont 
Rubber Company, Dept. AL, Fre- 
mont, Ohio. 




















Improved Sash Balance 


The new, streamlined Hidalift 
Sash Balance—a completely con- 
cealed unit that eliminates all 
exposed parts and provides quiet, 
positive action for double-hung 
windows—is now offered with a 
combination improved “L” and 
“Cup” type attaching bracket which 
permits the unit to be used on all 
types of installations and to meet 
sectional building preferences. 

According to the manufacturer, 
Hidalift is the only balance on the 
market that can be adjusted (ten- 
sioned) with an ordinary screw- 
driver at any time during or afte: 
installation without removal o! 
screws or detaching the balance 
from the sash—plus the added ad- 
vantage that the “L” type bracke 
permits tensioning of the sas! 
before it is placed in the groove 
Positive lifting power and true 
counter-balanced action is assure 
by the use of highest-quality coile: 
spring which is contained in a dust 
proof, pre-lubricated tube, thereb: 
keeping maintenance at a minimum 
Hidalift Sash Balances can _ be 
attached to windows at the mill o: 
installed on the site. They are mad: 
to fit a wide variety of sash size: 
and weights. Write Hidalift Divi- 
sion, the Turner & Seymour Mfg. 
Co., Dept. AL, Torrington, Conn. 
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Wallpaper Brushes 


New wallpaper brushes are avail- 
able with brush fibers made of 
Bakelite styrene monofilament said 
to outlast ordinary brushes five to 
one. These tough yet resilient 
fibers of Bakelite styrene plastic 
are reported to have exceptional 
tensile strength and abrasion resis- 
tance. A quick dipping in warm 
suds cleans the brush and keeps it 
from marring the wallpaper. Re- 
sistance to the chemical action of 
strong soaps, hard water, oils, 
grease, mold, and mildew also 
keeps the bristles from rotting or 
matting. Trimmed to one even 
length, the long single row of brush 
tufts makes it easy to smooth 
paper and glue flat against the wall 
(top photo). The 32 separate tufts 
are gripped tightly in a long wood- 
block handle (bottom photo) shaped 
for easy handling. Write Empire 
Brushes, Inc., Dept. AL, Port 
Chester, N. Y. 





Ray-O-Lite Awnings 

The Ray-O-Lite Corporation is 
introducing a new line of Ray-O- 
Lite Awnings for 1952. Soft pastel 
shades of translucent, shatter-proof 
plastic forms the body of the awn- 
ing, rigidly supported by a strong 
frame of polished and anodized, 
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QUICK 
ECONOMICAL 
COMPACT 
SAFE 

NEAT 
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PALLETIZED 
FLOORING | 














@ The minute you reduce over- © 
head, you increase profits. 


With HARCO Palletized Units 
you can cut your overhead on 
handling flooring 25 percent — 
or more. 


Make this comparison. Total 
the man-hours required to unload 
a car of oak flooring the slow, old- 
fashioned way — handling and 
tallying a single bundle at a time. 
Then figure the man-hours when 
you unload a car of HARCO Pal- 
letized Flooring with a fork lift 
» — handling 750 board feet at a 
} time with each unit carrying its 
own tally of contents. 


You'll find the saving in time 
and labor . . . in dollars and cents 

.. a healthy, profitable 25 per- 
cent or better. 


You'll benefit by many other practical advantages 
when you buy your oak flooring in HARCO 
Palletized Units. Send today for illustrated folder 
with full information about these modern packaged 
units, which combine efficiency with economy. 


EACH-MAY- WILSON, INC. 


, FEM NN & 5S SE 


ALCOA 
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weather-resistant aluminum com- 
ponents, They will stand a lifetime 
of use in all climates without any 
appreciable show of wear. Ray-O- 
Lite Awnings come in soft lustrous 
colors that add a touch of beauty 
to any home and fit in well with 
either modern or contemporary 
architecture. Most important of all, 
they do not darken the rooms they 
are designed to shade. They cut out 
glare, but let light through: in a 
soft, diffused abundance that adds 
charm to both homes and com- 
mercial establishments. For de- 
scriptive literature write The Ray- 
O-Lite Corporation, Dept. AL, 696 
Greenwood Ave., Atlanta 6, Ga. 





Kitchen Maid Cabinets 

The very newest idea in kitchen 
installations is a kitchen without 
a conventional range! Instead, a 
top-burner cooking unit is built 
into a kitchen base cabinet contain- 
ing the usual shelves; and the oven 
is also installed in specially-built 
cabinets with storage space above 
and below. The range and oven can 
adjoin each other, or they can be 
separated if more convenient. Tre- 
mendous space savers, such installa- 
tion gives a continuity to cabinet 
arrangements and makes kitchens 
appear much larger than they are. 
Cabinets for stove installations may 
be had in natural wood finish, 
white, or anv of six other colors, 
including Mackinac Green, Garden 


Yellow, Serene Blue, Desert Sand, 
Mist Green and Twilight Gray. 
Kitchen Maid cabinets like the ones 
shown here, are available for Cham- 
bers, Western Holly, Universal, 
Presteline and Thermidor range 
and oven units. For descriptive 


literature write The Kitchen Maid 
Corporation, Dept. AL, Andrews, 
Indiana. 





Lookout Windows Now Built In 


An innovation in metal rolling 
doors is said to provide a “new 
look” for commercial and indus- 
trial applications while retaining 
the sound basic construction of 
this type of door. Narrow, trans- 
parent panes of heavy-duty plastic 
are now available in one or more 
of the interlocking steel slats of 
these Kinnear Doors that coil up- 
ward above the lintel. The “window 
slats” at or near eye level permit 
anyone inside a building to see who 
is on the outside of the door be- 
fore opening it. Also, they allow 
entry of daylight through the door 
when it is closed. Kinnear Rolling 
Doors are constructed of open- 
hearth steel interlocking - slats, 
heavily galvanized, and equipped 
with endlocks that maintain align- 
ment. The resilient slats resist 
damaging effects of horizontal and 
vertical forces. The metal curtain 
travels in steel guides and coils 
upon a barrel journaled in heavy- 
duty brackets. Counterbalancing ‘is 
provided by helical springs enclosed 
in the barrel. A metal hood covers 
both barrel and coil. For literature 
write The Kinnear Manufacturing 
Co., Dept. AL, Columbus 16, Ohio. 








New Door & 
Partition Grille 


This new Airfoil product is mad 
especially rugged, so there is no 
rattle when door is slammed. Frame 
is one piece—reinforced on either 
side. Heavy gauge steel is used 
throughout. Louvers are ‘double- 
locked on the side. In addition, lou- 
vers are V-shaped to prevent see- 
thru. Grilles are coated with a 
prime finish to blend with any color 
door; are adaptable to any door 
width. An auxiliary frame is also 
available which quickens _ installa- 
tion, Write Titus Manufacturing 


Corporation, Dept. AL, Waterloo, 
Iowa. 





Protected from Moisture 

A new waterproof glue so effec- 
tive it would hold a barn together 
under water is being used by Rilco 
Laminated Products in the manu- 
facture of its laminated wood raft- 
ers. Developed during the war 
for shipbuilding, this new glue, 
resorcinol resin adhesive, is said to 
be one of the costliest glues avail- 
able and is not generally used for 





TRADE MARK 





REGISTERED 





PONDEROSA PINE 


High Altitude, Soft Textured Growth 


Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE 
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CALIFORNIA 
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burn rafters. Use of this special, 
waterproof glue in barn rafters is 
o’ particular interest to dairymen. 
It has been estimated that 50 cows 
give off between 60 and 90 gallons 
o! vapor moisture in 24 hours when 
the temperature is from 50 to 60 
degrees. Identified by the marking 
“Exterior” or “Ext.” rafters 
treated with resorcinol resin ad- 
hesive are being marketed by Rilco 
at no increase in price. Write Rilco 


this is made possible. A detachable 
handle holds together two individ- 
ual brush units to make up an 
assembled 4” wall brush. A twist 
of the handle, and the 4” wall brush 
converts to either a 2%” varnish 
brush or a 114” sash brush, depend- 
ing on the surface to be painted. 
Homeowners will find the new brush 
both economical as well as versatile. 
It’s economical because the new 
brush is a single brush that con- 
Laminated Products, Inc., Dept AL, verts to three different-size brushes, 
2521 First National Bank Bldg., iil yet the three different-size brushes 

St. Paul, Minn. New Convertible Brush sell for the price of a single brush. 
; It’s versatile because the new brush 
The three brushes shown at left is adaptable to work three ways: 
are actually one and the same as a wall brush, a varnish brush, a 
brush! Photo at right shows how sash brush—providing the painting 














THE ONE sure way 
© Yea Permanast Sanday 
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1 Hudee Ideal Sink Frame 


One of the most popular displays 
at Walter E. Selck and Co.’s ex- 
hibit during the January Floor 








Covering Market was that of the SS 
Hudee Ideal Sink Frame. The ' SRRE ‘ te 
frame was developed to solve the wi eqaqar=-Ki ge 
problems encountered in sealing SE 
the space between top and sink a = | as . ot Te 
= — = - a! e 
" in a counter, vanity or cabinet top = Here’s big news in wall paneling! It’s Cedar 


nl installation. Even those who are GIVES LUXURY LOOK To LIVING ROOM Ridge interior panel, beautiful parallel-line 








a not handy with tools can install it design for use in any room in the house on walls, 
1- quickly and easily and still be as- ceilings, cabinets, partitions, displays and cabinet 
t- sured of a 100% sanitary and doors. This panel is a rich red-brown natural cedar 
Lr vaterproof installation. No rab- that harmonizes with almost any decoration or 
e, pop A . xin SE furniture. Ridge tops are machined to resist 
: prone a Pa in stainless onal and splintering and denting. Size 16” x 16” squares 
a aluminum, the Hudee Ideal Sink are easy to apply and may be used in natural 

rame is extremely versatile, as it surface or finished with paint, stain or lacquer. 
=| s fabricated in all sizes for all 


Cedar-Ridge is easy to sell because it is economi- 
cal and easy to apply. Send coupon for special 
Cedar-Ridge literature today. 


‘lat rim sinks with round or square 
corners—for vitreous china sink 
and lavatory bowls as well as steel 
ind cast iron sinks—can be in- 
stalled in conjunction with all types 
of top covering material, and is 
especially desirable for use with 
high pressure plastic laminates— 
can be installed on the job or in 
the shop—supports the bowl—holds 
down the edge of the top covering 
material—makes sink bowl flush 
with cabinet top. If necessary, the 








AETNA PLYWOOD & VENEER CO. 


1732 N. Elston Avenue, Chicago 22, Illinois 


Please send me special Cedar-Ridge literature, with- 
out obligation. 


aie INE oc Sisigck, oisrds cane wae Caine eee 


sink bowl can be removed at any I. «<u gush Red chaste eae Lan a eee 
time without damaging or altering 
the top covering material. Write ee ee ene 


Walter E. Selck and Co., Dept. AL, 
225 W. Hubbard St., Chicago 10, 
i Ill. 


eA AS A RE TSE IN 


Signed 
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tool for every painting job. Called 
Baker’s “3-4-1” (patent pending), 
the new brush is made of 100% 
pure bristle with a bristle length 
out of 24%”, as prescribed by NPA 
regulations. Write Baker Brush 


Co., Inc., Dept. AL, 83 Grand St., 
New York 13, N. Y. 





Has Removable Insert Bits 
This new type of hand driver has 
removable Phillips Insert Bits for 
driving screws with Phillips Re- 
cessed Heads. For use in home 
workshop or on factory line, Hy- 
Pro Phillips Adapter Hand Drivers 
and Holders take interchangeable 
bits. When one wears out it can 
easily be removed and _ replaced. 
There are four different sizes of 


SUPERCED 





















NATIONALLY ADVERTISED 


Brown's SUPERCEDAR is nation- 
ally advertised in House and 
Garden, House Beautiful 
and Small Homes Guide 
Cedar closets help sell 

homes—help rent #@ 
apartments 


PACKAGED ALL WIDTHS 


40' TO PKG. 


Brown's sealed pack- 
age protects the aroma 
and makes it easy to stock 

and sell at a good profit 
Ready for use—dressed, tongue 
and grooved and end matched 
Write for builders folder and 
consumer booklet 


Product of 


GEO. C. BROWN & CO., Inc. 


GREENSBORO, N. C. Established 1896 








Largest Manufacturers of 


Aromatic Red Cedar in the world 





60 


Phillips Bits, but the No. 2 size 
insert bit will drive from 75 to 
80% of all screws with Phillips 
Recessed type heads. The Continen- 
tal Screw Company, manufacturers 
of Holtite-Phillips Screws, are the 
sole sales agency for these. new 
drivers and insert bits which are 
made by its subsidiary, the Hy-Pro 
Tool Company. The Hy-Pro Phillips 
Insert Bit is made by the “Reverse 
Cold Heading Process,” similar to 
that used in cold heading the 
Phillips Recess in Screws. There- 
fore, the dimensions of both the 
bits and the screws are controlled 
by the same original master tools. 
Special Alloy Steel, plus careful 
heat-treating combine to give the 
Hy-Pro Phillips bit its unusual 
strength and durability: These bits 
are said to outwear’ ordinary 
Phillips bits four to one. Write 
Continental Screw Company, Dept. 
AL, New Bedford, Mass. 





New Interior Paint 


A new ready-to-use interior wall 
paint, designed to meet require- 
ments of building contractors is 
announced by The Sherwin-Wil- 
liams Co. Formulated from newly- 
developed chemicals, it is called 
Quali-Kote. “This product fills the 
need of builders for a fast drying, 
guaranteed washable wall paint in 
stylized colors,” according to L. T. 
Statham, general manager of the 
company’s Painter-Maintenance Di- 
vision. “The paint’s ease and speed 
of application reduces initial paint- 
ing costs. Its velvet finish, tough 
and washable, cuts down mainte- 
nance expense.” The new product 
comes in 16 colors, plus white. Mr. 
Statham said qualities of the new 
paint which make it of special in- 
terest to the building trade are: 
attractive, resistant finish; excel- 
lent washability; exceptional ease 
and speed of application; fast dry- 
ing time (one hour); applies over 
any type of interior wall surface 
without primer or sealer. A bro- 
chure on Quali-Kote is available. 
Write The Sherwin-Williams Co., 
Painter-Maintenance Division, 
Dept. AL, Cleveland 1, Ohio. 
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Decimal Equivalent Chart 


New decimal equivalent wall 
chart is offered free on request to 
manufacturers, engineers, engineer- 
ing and industrial training schools. 
The new chart is accurate to four 
decimal places. It is printed in three 
colors, not just for attractive de- 
sign but to signal decimal-equiva- 
lents of fractions. This 17x24” 
wall chart is an improved redesign 
of a chart originally issued by John 
Hassall in 1942, for which there 
have already been more than 50,000 
requests. The chart is framed by 
88 interesting types of special cold- 
headed products manufactured by 
John Hassall. Smaller hand _ size 
charts are also available on request. 
Write John Hassall, Inc., Dept AL, 
152 Clay St., Brooklyn 22, N. Y. 





See-Saw 


See-Saw is a new low-cost po'- 
table Radial Saw that provides a: 


all-around cut-off and ripping mi- 


chine for on-the-job use by ca’- 
penters and contractors, The sa‘v 
features a maximum throat capa:- 
ity (width of cut), with modes 
available from 24” to 50” cut-o'! 
or ripping capacity. Two or moi 
saws may be mounted on one trac: 
for “gang” sawing. The entire mi- 
chine may be easily swung to aly 
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DOUGLAS FIR 





PONDEROSA PINE 
SPRUCE 


YELLOW PINE 
® 


BAND MILLS - KILNS - PLANING MILLS 


OREGON AND NORTH CAROLINA 
* 


CARS IN TRANSIT AT ALL TIMES 


ca lumber 


. from BETTER MILLS 


B HERBERT BATE CO., INC. 
30 CHURCH ST., NEW YORK 8, N. Y. 
Phone WOrth 4-6363 





















HURTSBORU 
LUMBER COMPANY 


MANUFACTURERS 
Short Leaf Pine 
AND ; 





Hardwood Lumber 





psec Boards Our Specially 
PTENTION WE MAKE POPLAR BEVEL SIDING 
wn TO AND RESAW PINE AND HARDWOOD 





PHONE 148 
HURTSBORO, ALABAMA 





Like 
)  TheHlHISAORh 
Orof FLOORING Ee. 














Manufacturers of 
HIGH GRADE END MATCHED 


OAK FLOORING 


in 25/32in. 1/2in. 


LGN) 





Moulding Pine Finish @ We are in a position to Ship Oak 





j Flooring and Air Dried Yellow Pine Boards 
in the Same Car 
Plant at HURTSBORO. ALABAMA @ Phone 129 ff 
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1639 W. Fargo Avenue 
Chicago 26, Illinois 
GEORGE A. GREGG 

17134-6 Wyoming Avenue 
Detroit 21, Michigan 

AUSTIN & EDDY INC. 

115 Broad Street 

Boston, Massachusetts 





Rt 


by GRIFFIN 





For more than 50 years Griffin 
hinges have been known for their 
fine materials and workman- 
ship. Griffin hinges are 

part of a wide variety of light 
builder's hardware... 

quality produced by 

Griffin. 
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id Scr DOOR NEEDS THREE! 


RIFFIN- 


anufacturing Company 
ERIE » PENNSYLVANIA 


THE B. S. ALDER COMPANY 
45 Warren ae 





New York 7, N.Y. ; 
HARVEY D. RUSH & SONS WALTER S. JOHNSON & SONS E.H. FARRAR 
4638 Nichols Parkway 
Kansas City, Missouri 


917 St. Charles Avenue 
Atlanta, Georgia 
H. C. GLOVER 
2611 Garrison Bivd. 
Baltimore 16, Maryland 
ROY L. ROGERS 
1620 Garfield Street 
Denver 6, Colorado 
W. C. MEIBAUM & CO. 
6954 Oleatha Avenue 
St. Louis 9, Missouri 


6637 Golf Drive 
Dallas 5, Texas 
CHARLES L. LEWIS 
1355 Market Street 
San Francisco 3, Calif. 
R. F. BEVERS 
4524 East 60th Street 
Seattle, Washington 
L. G. FULLER, JR. 
644 ea te Road 


RH. DAVIS 
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desired angle, previously established 
on the material by means of the 
steel square as usual or other “lay- 
out” methods. The high safety 
factor of See-Saw is due to pivoted 
track on which saw travels, because 
it swings downward to clamp mate- 
rials to saw-table while saw is in 
operation. Saw may be instantly 
reversed in the carriage, shifted 
crosswise for ripping, or detached 
(for portable use or storage). Car- 
riage can also be locked in position 
on track to hold saw while ripping. 
See-Saw can be powered by any 
one of several popular makes of 
portable power sawing units offered 
in a wide selection of sizes, speeds 
and prices. Write See-Saw, Dept. 
AL, 4140 Syracuse, Dearborn, 
Mich. 


New How-ell-dor 
Wall Chart 

An attractive new Wall Chart 
illustrating the How-ell-dor line of 
Upsweep sectional garage doors is 
now available to dealers. Measur- 
ing 24” x 36”, the chart features 
a panorama of 38 different styles of 
How-ell-dor residential, commercial 
and industrial garage door installa- 
tions. This wall display can be ob- 
tained at no cost, from The Howell 
Manufacturing Company, Dept. AL, 
Cottman St. and Hasbrook Ave., 
Philadelphia 11, Pa. 








Steel Door Frame 


A new low-cost steel door frame 
for residential use, just developed 
by Kewanee Mfg. Company, is now 
available for all 124” interior doors. 
This trim and modernly neat door 
frame offers the builder substantial 
economy in first cost and installed 
cost. It reportedly can be installed 
in one-third the time required for 
ordinary jamb and trim. Finished 
in gray enamel, the Kewanee steel 
frame comes in three pieces—top 
and sides. No tabs or slots are used 
for assembly. It is nailed to the 
sub-frame, with nail holes provided 
every 7” along flanges of frame. 
This rigid attachment prevents vi- 
bration. The finished floor is laid 
under the bottoms of the jambs. 
This eliminates cutting the floor 
to fit the contour of the jambs and 
speeds up the job. Another speed- 





up construction feature is in the 
recessed edge designed for both 
plaster and dry-wall construction. 
Edge of jamb provides plaste 
ground; no temporary plaster stops 
are required. The frame comes with 
jambs punched, and recessed fo: 
standard 3144”x3%” butt hinges 
(Hinges are extra, but furnished 
on order.) Write Kewanee Mfg 


Company, Dept. AL, Kewanee, II] 





For Spring Promotion 


Youngstown Kitchens dealers will 
sell this 54” cabinet sink during a 


Spring Special promotion which 
opens February 16 and_ runs 


through March 31. The sink is 
a full-size unit, with porcelain 
enameled top and standard faucet 











H. G. Dowson 





Best of SERVICE 


in West Coast 


P. O. BOX 707, MEDFORD, OREGON 
Phone: Central Point, Oregon 1091 


Exclusive Sales Agents for 


Southern Oregon Planing Mill Co., Inc. 
Jackson Creek Lumber Company, Inc. 


Reputable Sales Representatives Throughout the Nation 





ECONOMY 
FLOORING 


Savings up to 30% with Diamond Hard 3rd 
grade Maple flooring—in remodeling jobs 
or lower cost homes. 
with 2nd grade. 


For heavy duty jobs there is no better flooring 
than Diamond Hard 5/4” x 2” or 21%”, 
















@ 25/32 x 2” 
@ 2nd Grade 
e 3rd Grade 


Savings up to 15% 





@z J. W. WELLS LUMBER CO. 


Menominee, Michigan 





MAKE MONEY! 














YOU CAN SAVE your ad- 
vertising dollars by using 
“Timber-r-r'' cartoons in your 
own newspaper ads. These 
cartoons were prepared 
especially for Lumber Yard 
advertising. Mats of 104 car- 
toons in both | and 2 column 
sizes now ready. Also 350 
copy suggestions. Write to 








A. W. Lingaas 








*'Well, Dear—here's our 
little LOVE NEST!" 


POPPER EPETEEE TE eee 


Pee e eee ee eee Se SEESSSSEHSHS SSH H SEH EFES ESE SEH EEEEE 


LIL-AD FEATURES, 
RFD 3, Santa Ana, Calif. 
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GIVE YOU ALL THESE FEATURES 
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Dealers in widely sep- WWW 

arated localities are 1. PERFECT BALANCE... window weight absolutely 

} cashing in on orders balanced. 

that equip large apart- . _— “Fr 
ment developments = . hig 2. EFFORTLESS ACTION «+e NO weight to lift... 
with Donley Apart- rs eee : . windows raise easily. 

\ ment Package Ree PY //4/4////4/// '* } 
temic POLI a 3. LOW COST, EASY INSTALLATION . .. use 
suite. Architect spe- a $f, Ysn ° 2 regular pre-fabricated windows . . . a minimum of 
cifications usually ~ bo te on-the-job carpentry work. 
the llamada ~PLASTER~ 4. LIFETIME GUARANTEE ... 


Donley co-operation 

helps you meet requirements. Installation shown in drawing 
was for Carillon House, Washington and includes two specially 
required features—insulation and coil spring that closes both 


guaranteed against imperfect 
workmanship or materials for 
the lifetime of the building in 











will doors. Apartment receiver has telescoping sides that give which they are installed. 
ga moderate adjustment in wall depth. See our catalog in WRITE FOR LITERATURE 
rich Dealer Products File. Rte on: ; 
‘uns 7 7 wat ny 

is THE DONLEY BROTHERS CO MANUFACTURING CORPORATI 
lain . , ROCHESTER 21, N.Y., U.S. 
ucet 13928 Miles Avenue, Cleveland 5, Ohio 


























“OZARK BRAND 


= =192T- OAK FLOORING*1952 | 











McCloud Lumber Co. 
— - ae Building 


i jonal-Soo 
™” First Wepolls 2, Minnesota 





: ducts of 
Selling the nts aauher Co.. 


River”. 
The McCloes wad. Calif. 


e 
PINE 
PONDEROS/ White) PINE 


Genu “ 
SUG ATLAS FIR, WHITE F 





It is the kind of flooring that 
will build repeat business for 
you with carpenters and con- 
tractors. Well manufactured, 
precisely graded in accord- 
ance with NOFMA grading 
rules, carefully bundled. 





Prompt shipment of most 
sizes and grades. 


Send us your inquiries. 


Quality 
WESTERN 
SOFTWOODS 


7 THE OZARK OAK FLOORING CO. 





BISMARCK, 
MISSOURI 
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desired angle, previously established 
on the material by means of the 
steel square as usual or other “lay- 
out” methods. The high safety 
factor of See-Saw is due to pivoted 
track on which saw travels, because 
it swings downward to clamp mate- 
rials to saw-table while saw is in 
operation. Saw may be instantly 
reversed in the carriage, shifted 
crosswise for ripping, or detached 
(for portable use or storage). Car- 
riage can also be locked in position 
on track to hold saw while ripping. 
See-Saw can be powered by any 
one of several popular makes of 
portable power sawing units offered 
in a wide selection of sizes, speeds 
and prices. Write See-Saw, Dept. 
AL, 4140 Syracuse, Dearborn, 
Mich. 


New How-ell-dor 
Wall Chart 

An attractive new Wall Chart 
illustrating the How-ell-dor line of 
Upsweep sectional garage doors is 
now available to dealers. Measur- 
ing 24” x 36”, the chart features 
a panorama of 38 different styles of 
How-ell-dor residential, commercial 
and industrial garage door installa- 
tions. This wall display can be ob- 
tained at no cost, from The Howell 
Manufacturing Company, Dept. AL, 
Cottman St. and Hasbrook Ave., 
Philadelphia 11, Pa. 








ERS 


Steel Door Frame 


A new low-cost steel door frame 
for residential use, just developed 
by Kewanee Mfg. Company, is now 
available for all 1%¢” interior doors. 
This trim and modernly neat door 
frame offers the builder substantial 
economy in first cost and installed 
cost. It reportedly can be installed 
in one-third the time required for 
ordinary jamb and trim. Finished 
in gray enamel, the Kewanee steel 
frame comes in three pieces—top 
and sides. No tabs or slots are used 
for assembly. It is nailed to the 
sub-frame, with nail holes provided 
every 7” along flanges of frame. 
This rigid attachment prevents vi- 
bration. The finished floor is laid 
under the bottoms of the jambs. 
This eliminates cutting the floor 
to fit the contour of the jambs and 
speeds up the job. Another speed- 





up construction feature is in the 
recessed edge designed for both 
plaster and dry-wall construction. 
Edge of jamb provides plaster 
ground; no temporary plaster stops 
are required. The frame comes with 
jambs punched, and recessed for 
standard 3144”x3%” butt hinges. 
(Hinges are extra, but furnished 
on order.) Write Kewanee Mfg. 
Company, Dept. AL, Kewanee, IIl. 





For Spring Promotion 


Youngstown Kitchens dealers will 
sell this 54” cabinet sink during a 
Spring Special promotion which 
opens February 16 and_ runs 
through March 31. The sink is 
a full-size unit, with porcelain 
enameled top and standard faucet 














H. G. Dowson 





Best of SERVICE 


in West Coast 
Woods 





Rogue Lumber Sales Co. 


P. O. BOX 707, MEDFORD, OREGON 
Phone: Central Point, Oregon 1091 


Exclusive Sales Agents for 


Southern Oregon Planing Mill Co., Inc. 
Jackson Creek Lumber Company, Inc. 


Reputable Sales Representatives Throughout the Nation 





ECONOMY 
FLOORING 


Savings up to 30% with Diamond Hard 3rd 
grade Maple flooring—in remodeling jobs 
or lower cost homes. Savings up to 15% 
with 2nd grade. 


For heavy duty jobs there is no better flooring 
than Diamond Hard 5/4” x 2” or 21/4”. 
















@ 25/32 x 2” 
@ 2nd Grade 
e 3rd Grade 





J. W. WELLS LUMBER CO. 


Menominee, Michigan 





MAKE MONEY! 














YOU CAN SAVE your ad- 
vertising dollars by using 
"“Timber-r-r'' cartoons in your 
own newspaper ads. These 
cartoons were prepared 
especially for Lumber Yard 
advertising. Mats of 104 car- 
toons in both | and 2 column 
sizes now ready. Also 350 
copy suggestions. Write to 








A. W. Lingaas 








*'Well, Dear—here's our 
little LOVE NEST!" 
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LIL-AD FEATURES, 


RFD 3, Santa Ana, Calif. 
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Dealers in widely sep- NWA 
arated localities are 

cashing in on orders 

that equip large apart- , — 
ment developments a 
with Donley Apart- 
ment Package Re- ig Hts eases 
ceivers—one for every |, Of PPPS S LS, J 7 
suite. Architect spe- aa af A ‘ 
cifications usually oo 
govern such sales and 
Donley co-operation 

helps you meet requirements. Installation shown in drawing 
was for Carillon House, Washington and includes two specially 
required features—insulation and coil spring that closes both 
doors. Apartment receiver has telescoping sides that give 
moderate adjustment in wall depth. See our catalog in 
Dealer Products File. 


THE DONLEY BROTHERS CO. 
13928 Miles Avenue, Cleveland 5, Ohio 
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“OZARK BRAND 





It is the kind of flooring that 
will build repeat business for 
you with carpenters and con- 
tractors. Well manufactured, 
precisely graded in accord- 
ance with NOFMA grading 
rules, carefully bundled. 


Prompt shipment of most 
sizes and grades. 


Send us your inquiries. 


THE OZARK OAK FLOORING CO. 
BISMARCK, 


MISSOURI 
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RESIDENTIAL * CONSTRUCTION ... 


in Get the MOST for 
| Your Building $$’s 


ONLY PULLMAN 


~ SASH BALANCES 
GIVE YOU ALL THESE FEATURES 


1. PERFECT BALANCE... window weight absolutely 


balanced. 


2. EFFORTLESS ACTION ... no weight to lift... 


windows raise easily. 


3. LOW COST, EASY INSTALLATION .. . use 
regular pre-fabricated windows . . . a minimum of 
on-the-job carpentry work. 


4. LIFETIME GUARANTEE ... 
guaranteed against imperfect 
workmanship or materials for 
the lifetime of the building in 
which they are installed. 


WRITE FOR LITERATURE 


Can “MANUFACTURING CORPORATIO 












ROCHESTER 21, N.Y., U.S. 





Execu 


anil 
+ st National 
900 Firinneapolis 2, 


@ 
PONDEROSA 
AR (Genult 
SUSSUGLAS FIR. W 


Qua lity . 


WESTERN 
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assembly, and an undersink cabinet 
with two drawers and three stor- 
age compartments, one with a shelf. 
The standardized price is the same 
that applied to a similar unit which 
was sold in a sales promotion in 
1949, sales manager D. F. Rucks, 


Jr, points out. Write Mullins Manu- 


facturing Corporation, Dept. AL, 
Warren, Ohio. 





Packaged ''Door-of-the-Month" 


Up-to-date dwellings no longer 
need be bound by convention when 
it comes to exterior flush doors. 
Modern “mansions,” ranch houses, 
apartments and even “colonial” 
cottages may now pick and choose 
their own designs from 48 styles 
of Angel Doors. There is a design 
for every need, taste, and pocket- 
book. These new doors are available 
in 48 different exterior, flush styles, 
and two different sizes: 2’8” and 
3’0’x6’8”"x134”. They are faced with 
beautifully grained, exterior grade 
birch or fir, and are identical on 
both sides. Bonded with water- 
resistant glue under high tempera- 
ture and tremendous pressure, they 
are made to withstand weather, 
warp and wear. They are strong, 
sturdy, solid-core flush doors. Each 
is guaranteed by the maker. Doors 
are shipped unfinished in individual 
dust-proof cartons. They are easy 
to install, may be hung either right 
or left and finished in natural grain 
or painted as the owner desires. 
There are raised moldings around 
the glass on both sides. The new 
Angel doors will be nationally ad- 
vertised. Desler helps are available. 
Write Angel Novelty Co., Dept. AL, 
Fitchburg, Mass. 
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Glare-Free Enamel 

Vel-Tone is a new glare-free, 
scrubbable flat enamel now being 
put on the market by Staley Paint 
Manufacturing Company. It is a 
moderately priced true enamel, 
which dries to a smooth velvet 
dead-flat finish. It is made with 
pure synthetic liquids containing 
100% pure oils. It dries fast, hard 
and tough and will not crack, chip 
or mar. Vel-Tone can be washed 
repeatedly; in fact, it is reported 
it can be scrubbed a thousand times 
without affecting the surface ap- 
pearance. If a Vel-Tone surface has 
been marked with ink, grease, pen- 
cil, grime, dirt or common stains, 
these can be washed away quickly 
and easily with water and ordinary 
soap or household cleanser. It is 
self-priming and suitable for any 
surface without a special primer. 
The primer, sealer, undercoat and 
finish coat are all “built-in.” Cur- 
rently made are 12 basic colors 
which can be intermixed to obtain 
hundreds of popular shades. Write 
Staley Paint Manufacturing Co., 
Dept. AL, 5243 Manchester, St. 
Louis 10, Mo. 








ee ee 





Metal Siding Trims 


National Guard Products, Inc., 
has announced a complete line of 
rust-proof metal siding trims, de- 
signed for asbestos siding or any 
material which requires a %%” 
channel space. The line includes 
trim for outside corners, inside 
corners, doors and windows, and 
drip caps for use over doors and 
windows. Both the outside and the 
inside corner trim permit the use 


of cut shingles just as they come 
from the shingle cutter. Seasonal! 
expansion and contraction § are 
absorbed by the flexing of the 
pliant metal arch. Application re- 
quires no fitting, filing, or loss of 
time. Window and door trim beau- 
tifies the appearance of doors and 
windows, as well as protects against 
wind and rain. The nailing apron 
which extends under the siding pro- 
vides an effective metal flashing 
against driving rains. The window 
and door drip cap, designed to pro- 
tect the most vulnerable points in 
the side walls of frame buildings, 
the window and door heads, pro- 
vides excellent flashing for build- 
ing protection. Write National 
Guard Products, Inc., Dept. AL, 540 
Jackson Ave., Memphis, Tenn. 
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New Amerock Demonstrator 


Illustrated above is Amerock’s 
new “modern as tomorrow” Demon- 
strator showing the manufactur- 
er’s complete—line of cabinet hard- 
ware. Introduced for the first time 
with the No. 600 Demonstrator are 
Amerock’s new “Streamline” de- 
signs which will eventually replace 
the present “Standard” patterns, 
and are reported to set a new high 
for beauty of design and quality 
in the low-priced field. The new 
Demonstrator also shows a full line 
of concave knobs and back plates, 
a new “Rocket Style” concealed 
type hinge, and a new Rubbe: 
Roller Spring Catch for interior 
doors. Three operating model doors 
permit the customer to try for him 
self the easy operation of catches 
and hinges, and to see exactly how 
the hardware is applied and how i 
will look on his cabinet. Separabl 
hinges permit easy mounting of th 
Demonstrator on a wall, post or dis- 
play panel, and a spring easel is 
also provided for window or coun- 
ter display. With each Demonstra- 
tor is packed six and one-half doze: 
hardware items for resale. Write 
American Cabinet Hardware Corp.. 
“Dept. AL, Rockford, Il. 
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Joins the famous family of 


4 R-V-LITE 


7 ea Oa a OO = 


fae, 6=6W INDOW 
fe MATERIALS 


NOW KNOWN AS 


VIMLITE. 


800-CW 


this popular, proved fast selling 
window material will be supplied 
in 50 and 100 foot rolls in 28, 36 
4, and 48 inch widths. ' 


ORDER TODAY FROM YOUR 
R-V-LITE WHOLESALER 


STOCK UP a 
i the 
Capitalize on 
widespread demand 
for this nationally- : 
advertised, nation- 
ally-famous product. 











Arvey.C ORPORATION 


SINCE 1905 et }) 3472 we VENUE © CHICAGO 18. LINOIS 
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¥4"" White Ash Panelling 


Manufactured from kiln dried No. 2 Common Firm Textured 
Ash and permits all the sound defects allowed in that grade. 
It is center-matched and V-jointed on each edge on both faces 
so that either side may be- used. Lengths run from 3' and 
longer, odd lengths, not over 10% 3 to 6', very heavy to 8' 
and longer. Face widths are 34/4", 4144", 514", 614" and 7!/," 
—heavy to 5!/,". Sells in competition with Knotty Pine—in 
fact, we feel that it is superior to Pine panelling, in that the 
grain characteristics of Ash are more striking than Pine. The 
price is definitely competitive. 


Write for samples and prices. Shipped in mixed cars with 
Aromatic Red Cedar Closet Lining, Red Cypress and 
Philippine Mahogany Panelling and Kiln Dried Yellow Pine 
Shed Stock. 

















Mount Vernon Brand is unex- 
celled for quality — precision 
manufactured from select South- 
ern Hardwood stock in our own 
modern flooring plant. 


OAK 
2 


BEECH 


Also kiln dried 
hardwoods. Mod- 
ern kiln drving and 
planing mill facili- 
ties. 


” 





Mobile River Saw Mill Co., Inc. 


MT. VERNON, ALABAMA 
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Robert 0. Foerster Lumber Co., Inc. 


P.O. Box 6012 


Jacksonville, Florida 
Phone 2-3642 





make 
more 
sales 

--- more 
profit 
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Feature the > 
THOMASON 
FLUSH DOOR 


(ALL-WOOD THROUGHOUT) ; 











== 


If you are a building material dealer, it will be 
definitely to your advantage to investigate the 
sales possibilities of the THOMASON Flush Door 
in your territory. 


WRITE TODAY FOR NAME OF 
YOUR NEAREST DISTRIBUTOR 


Sold Only Through Distributors 


THOMASON 


PLYWOOD CORPORATION 


FAYETTEVILLE » NORTH CAROLINA 
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NAMES IN THE NEWS 











The A. W. Burritt Company Honors Employes 


The A. W. Burritt Company, lum- 
ber and building material dealers of 
3ridgeport, Conn., recently held an 
adult family party in the Stratfield 
Hotel, at which the 270 employes of 
the organization and their wives, hus- 
bands and/or sweethearts were in- 
vited guests. 

Service pins for length of service 
were presented to 87 employes who 
had completed their first five years 
of service, or who had entered another 
five year bracket. Among those hon- 
ored were three with a half century 
of work with the organization, one 
with 45 years, one with 40 years and 
three had records of 35 years. In 
addition there was a 30-year award, 
six for a quarter century, one for 
15 years and seven for 10 years. The 
largest class to get pins was the five 
year group of which there were four- 
teen. 

The five in the top bracket of service 
were given 50 dollar bills in addition 
to their pins. 

William F. Severn, president of the 


company, himself with nearly 59 
years, made the awards to the oldest 
group. H. Almon Chaffee, a_vice- 
president, a veteran of 56 years:at 
Burritt’s presented pins to the middle 
group and Stanley C. Burritt, also a 
vice-president, and a man with 42% 
years with the company, made the 
awards to those in the first two brack- 
ets. 

An especially interesting side-light 
was that Andrew Medvecky, a cabi- 
net maker in the mill who had a 50- 
year pin, taught his son Edward, now 
assistant mill superintendent and a 
recipient of a quarter century pin. 

The Reverend Father Thomas A. 
Murphy, SJ., of the Fairfield Uni- 
versity, was a guest speaker, taking 
as his subject, “The Rewards of Fi- 
delity.”” Mr. Severn spoke on the sub- 
ject, “We Work Together.” In addi- 
tion, there was community singing 
and several Broadway Acts, refresh- 
ments and dancing. Arthur Clifford, 
vice-president, presided as Master of 
Ceremonies. 





Lumber Bonus Successful 


The sixth profit-sharing bonus for 
the year was paid by Marsh & Tru- 
man Lumber Company, Chicago, 
amounting to a total of $30,928.62 for 
its employes for the year 1951. 

The bonus plan, adopted by this 
Chicago lumber company, has been 
in effect since 1916 with practically 
no changes in its form, and this year 
marks the 23rd year that paymenis 
have been made, as during the depres- 
sion years naturally no bonus was 
earned. Under the Marsh & Truman 
plan all employes share equally, in 
proportion to their salary, and this 
year was the eleventh consecutive 
year in which noticeable payments 
have been made to all employes. 

“The question usually raised,” says 
A. Fletcher Marsh, president, “is what 
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the attitude of the employes is during 
years when there is no payment, and 
the answer is that the employes full 
well recognize the conditions and are 
mighty glad to have a job, and feel 
no resentment over the fact that no 
bonus was earned.” 


"This Fascinating Lumber 
Business" 


Bobbs - Merrill Company, Indian- 
apolis, has just printed another edition 
of that fascinating book “This Fas- 
cinating Lumber Business” by that 
good friend of the industry, Stanley F. 
Horn. 


Mr. Horn has revised and made 
current the material in this great 
book. Every producer and distributor 
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of forest vroducts should have this 
book in his library and will find it 
replete with accurate information con- 
cerning every phase of the industry. 
= Bobbs- Merrill Co., Indianapolis, 
nd. 


Cooking Fireplace Exhibited 


The Crowe Gulde Co., Amarillo, 
Tex., recently exhibited an outdoor 
cooking fireplace at the county fair 
held in Amarillo. The display showed 
a Donley Bros. Co. (Cleveland, Ohio) 
No. 20 Range unit installed. Mr. 
Crowe was reported as pleased with 
the interest shown and anticipates a 
growing demand for outdoor fireplace 
equipment. 


Receive Awards for 
Excellent Management 


Several companies in the building 
supply field have been awarded Cer- 
tificates of Management Excellence 
for the year 1951 by the American 
Institute of Management, New York, 
a non-profit foundation devoted to the 
study and improvement of corporate 
organization and management. 

Cited for the first time by A.I.M. 
was National Gypsum Co., Buffalo, 
N. Y., and the Weyerhaeuser Timber 
Co., Tacoma, Wash., while the follow- 
ing were designated “excellently man- 
aged” for the second time since the 
annual award was initiated two years 
ago: Johns-Manville Corp. and United 
States Plywood Corp., New York; 
Masonite Corp. and U. S. Gypsum Co., 
Chicago, and Georgia-Pacific Plywood 
Co., Augusta, Ga. 

According to Jackson Martindell, 
president of the Institute, only 298 
firms in the United States and Canada 
were deemed eligible to receive the 
awards. 


B & T Plans $2,175,000 
Expansion 


Plans for a $2,175,000 expansion 
program, scheduled for action this 
year and next, have just been re- 
vealed by The B & T Metals Com- 
pany, Columbus, Ohio, to provide for 
increased production of its line of 
Chromedge Metal Trims now market- 
ed throughout the entire North Amer- 
ican Continent. 

Embracing new plant facilities to 
be added in three major steps, the 
plans call initially for new sites in 
California, to be followed by addi- 
tional manufacturing quarters in the 
state of Georgia. The latter part otf 
the program includes the establish- 
ment of manufacturing facilities i 
Canada. 

These additional plant facilities wil] 
permit increased capacities for ex- 
trusions of all. types, larger and im 
proved anodic processing facilities 
new automatic polishing equipment. 
automatic rolling machines of th« 
latest and most efficient type, anc 
other improvements. Implementing 
of these plans will begin as quickly 
as materials controls and shortage: 
and other obstacles imposed by cur 
rent world and economic condition: 
will permit. 


Among the projected innovations 
‘is a new process for giving aluminun 
extrusions a finish of “table-silver’ 
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For The TIMES AHEAD ..... 


Money Invested In A JW Is Insurance of ENDURANCE 


A rugged, dependable, fast machine of more than a thousand uses 


Compound Mitering - Cross Cutting - Rabbeting - Dadoing - Ripping - Shaping 
Fluting - Ploughing and many more operations are possible using this versatile 
machine. Write for further details. Immediate Delivery on 2 to 713 HP 





A STURDY SAW MADE TO MAKE MONEY FOR YOU 


“owision MEDIA MACHINE WORKS, INC. 















Est. 1922 632 Park Ave., Media, Pennsylvania, U.S.A. 
BERYL . ' . 
BRUCE WE SELL TO SERVE AGAIN 
MELVIN 
Manufacturers of Quality Southern Pine and Hardwoods MILLS 
Our customers tell us Anthony Brothers’ ber and our years of experience, you are ee et ses 
stock is of matchless quality. Because of assured of getting top quality lumber. Let —- "ad Ge... orn, ae 
our three mills cutting over 40,000,000 feet UBQTGUG EG se ES eS RT eae RCN 
annually. equipped with the latest ma- Write. wire or telephone for latest Urbana Lumber Co........ Urbana, Arkansas 
chinery, an excellent supply of good tim- quotations. a are Mo. Pac. R.R. 


Anthony-Williams Lbr. Co....Calion, Arkansas 
i CRI& 


j MGs: UO Sis hn cee aameiexrcien P RR. 


P.O.BOX 86 URBANA. ARKANSAS 














Genuine 


NORTHERN WHITE PINE 
C Oo N N Oo Rm (Pinus Strobus) 
dé 


hy Entering Our Thirtieth Manufacturing Year 
LAYTITE Continuous Supply Still Available 
sei ceitiiaiiaanes IMMEDIATE SHIPMENT 
Se Straight or Mixed Cars 


{or regular lengths ia bundles) 








So ae dain ae ainak ae, 


@ Common Boards 


Something new in @ Barn and Drop Siding 
modern flooring @ Sheathing 
“rr @ Factory & Flask Lumber 


@ Knotty Pine Paneling 
Forest Products Since 1872 





KILN DRYING FACILITIES 
@ eo}? 


D CC RAINY LAKE LUMBER CO. LTD. 


Sales Office: 


1026 Chicago Title & Trust Bidg. 
0. 80 ; CHICAGO 2, ILL. 


Selling the Products of J. A. Mathieu, Ltd., Rainy Lake, Ont. 


4 














I,UILDING Propucts MERCHANDISER 67 








brillianee and cleanliness that will not 
rub off, water-spot, or yield to citric 
acids and caustic soaps, al prices very 
close to those of the ordinary bright 
metal. 

It is expected that the improved, 
quality appearance of moldings fea 
turing the new finish will have a vreat 
ly increased customer-appeal for over 
the-counter sales, and will open new 
markets for extruded aluminum which 
were closed to the- ordinary polished 
moldings because of their tendency to 
rub off. 


Acme Steel Company 
Streamlines Distribution 


The formation and organization of 
Acme Steel Products Division of Acme 
Steel Company, Chicago specialty 
strip) steel manufacturer, was an 
nounced by Carl J. Sharp, president. 

The new division will operate and 
function as an independent sales and 
distributing company for steel strap 
ping, tools and accessories, stitching 
wire and equipment, as well as other 
related industrial strip steel products. 
Previously, these products were sold 
through the company’s internal Con 
sumer Products” Division. Sales of 
strip steel and special produets will 
remain with the parent company as 
will all manufacturing and produe 
tion operations, 


New GM Movie 


Aggressive action in) every com 
munity of the United States on oa 
program to rehabilitate and modernize 
our city-and-national-highway system 
was proposed recently by General 
Motors in a special drive it is launch 
ing among its widespread dealer and 
field organization. 

Inaugurated this fall, the program 
features a new GM movie, “Let's 
Get Out of the Muddle.’ and = an 
accompanying booklet, which spells 
out graphically the rapidly deteriorat 
ing condition of American highways, 
makes recommendations for solution 
of the problem and encourages the 
entire General Motors field and dealer 
organization to lend their support and 
efforts to a coneerted community 
remedial program. 

Albert Sradley, executive — vice 
president of General Motors and 
chairman of the National Highway 
Users Conference, points out ine the 
introduction to both the film and 
hooklet that “to a very important 
degree, the American economy rolls 
on gravel, black top and = concrete 
roads. Every day more people are on 
the road, more and more goods moved 
from place to place. 

“Yet day by day our highways are 
becoming less and less adequate to 
handle this ever-increasing load,” Mr. 
Bradley said. “We are not even stand 
ing still. Actually, we are. slipping 
backward, Our highways are not only 
hecominge more and more obsolete 
they are being repaired, Highway con 
gestion and highway accidents are 
steadily increasing.” 

The GM movie, narrated by John 
Daly, noted foreign correspondent and 
ratio and television commentator, 
points to seven reasons we are in our 
present “hiwhway muddle.” Write 
General Motors Corporation, General 
Motors Bldg., Detroit 2, Mich. 
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Kyanize Treasurer Joins 
25-Year Club 


Harry A. Hall, Jr. 


president and treasurer of the Bos 


(left), vice 


ton Varnish Company, received a 
presentation Hamilton Watch from 
President Franklin J. Lane upon com 
pletion of 25 years of service to the 
Company, 

The presentation was made at the 
1951 Kyanize Christmas Party held 
December 19 at the Parkway Club, 
IMverett, Mass. Others who were 
weleomed into the Twenty-Five. Year 
Club and received their presentation 
watches were John B. Crawford, 
Francis Diamond and Francis J. De 
lancy. Mr. Delaney’s father, Jere J. 
Delaney, though now retired, is also 
holder of a 25-year Kyanize watch, 
and was present at the gathering. 

Mr. Hall is the son of the late Har 
vey A. Hall, co-founder of the Bos- 
ton Varnish Company with the late 


James B. Lord. 


Wholesale Firm in Spokane 
Changes Name and Officers 


Mountain States Lumber Company 
is the new name of what was for 
merly the Hurd Lumber Co. The cor 
porate entity of the company re 
mains the same, however, and the 
new name was effective on January 
2, 1952. 

With offices located at 403° Hyde 
Building in Spokane, Wash., the Moun- 
tain State Lumber Company handles 
all species of lumber on a wholesale 
basis and has salesmen traveling’ in 
Montana, Wyoming, North Dakota, 
Minnesota and Wisconsin. 

At the time the name of the com 
pany was changed, new officers were 
elected and are as follows: W. S. 
Rosenberry, Wapiti, Wyo., president; 
John A. Eklund, Spokane, Wash., vice 
president; Arthur O. Smith, Minneap 
olis, Minn., vice-president; Robert KE. 
Cooke, Billings, Mont., secretary 
treasurer, 


Veneer Lumber & Plywood 
Offers Redwood Lumber 


The Veneer Lumber & Plywood 
Company, Chicago, HL, has just com 
pleted arrangements with The Pacifie 
Lumber Company one of the largest 
producers of Redwood, to carry a com- 
plete stock in the upper grades of 
Redwood lumber. The firm offers for 
prompt shipment from = its Chicago 
warehouse, kiln-dried rough Redwood 
in 4/4 through 12/4 thickness. 

George Vander Woude, president of 
Veneer Lumber & Plywood, said that 
Palco brand Redwood is well known 
to Redwood users everywhere. He 
stated, “consistent with our policy of 


January 28, 1952, AMERIOAN LLUMBERMAN ©” 





offering to the trade only the best in 
Hardwood and Softwood lumber, we 
are now proud to offer the finest Red 
wood obtainable.” 

The Veneer Lumber & Plywood 
Company reports it has been serving 
the middle west with fine hardwood 
lumber for over 30) years. A_ litth 
over a year ago the firm) purchased 
the softwood business of J. Slimme: 
and the Chieagzo Wooden Tank Com 
pany —Division of J. Slimmer. At 
that time the company moved to it; 
new larger warchouse and has oper 
ated the two newly aequired com 
panics as separate divisions of Venees 
Lumber & Plywood Company. In ad 
dition to carrying a complete stock 
of kiln-dried hardwood, Veneer Lum 
ber also offers Tidewater Red Cypress, 
Douglas Fir, Sitka Spruce and ha: 
its own complete millwork facilities. 


Vernon Malloy Jack Cully 


Malloy Returns to Pacific 
Lumber; Succeeded by Cully 


Appointments to two executive po 
sitions at Weather-Seal, Ine., Barber 
ton, Ohio, were announced by Presi 
dent Harold A. Etling. Jacek W. Cully, 
advertising manager, has been named 
sales manager of Weather-Seal’s Et 
ling Window division. He succeed: 
Vernon W. Malloy, who has resigned 
to become Atlantic Coast manarer for 
the Pacifie Lumber Co. of Chicago. 
Ivan G. Moore, formerly assistant 


advertising manager of Weather-Seal, 


assumes the post vacated by Mr. 
Cully. 

Mr. Cully has served as Weather 
Seal advertising manager for five 
years. He will supervise sales, pro 
motion and distribution of the Etling 
Window nation-wide, according to Mi 
Mtling. 

Mr. Malloy has been associated with 
Weather-Seal as assistant to — th 
president and Etling sales manage: 
since 1945. In re-joining Pacifie Lum 
ber, one of the largest producers o! 
California Redwood, he resumes «a 
post he held for 15 years prior te 
World War Il. During’ the war, h: 
served as liaison between the Cali 
fornia Redwood Association and th: 
government in Washington, D. ©. Mi 
Malloy will be located In) Baltimore 


OBITUARIES 


BENJAMIN D. ROGERS, Bird ¢ 
Son, Ine., East Walpole, Mass., fo: 
merly director of personnel and a di 
rector of the company and since r 
tirement consultant in the Personne! 
Department, died suddenly of a hear! 
attack on December 27. On Decemb« 
30, CREIGHTON HILL, who had su 
ceeded Mr. Rogers in 1949, died sur 





denly of a cerebral hemorrhage. Ber- 
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THE MEADOW RIVER 
LUMBER CO. 


Manufacturers of 


West Virginia Hardwoods 















Speciolists in Oak Floor- 
ing. General wholesal- ~~ | 
ers of all lumber items. = |.) 


Contact us on your 
needs. «ls 












1215 R. A Long Bldg 
Kansas City 6, Mo 























DUtLDING 


D. M. McCLintock LuMBER Co. 


Terminal Sales Building, 
PORTLAND 5, OREGON 


Telephone: Atwater 9355 


Douglas Fir @® Red Cedar 
Sitka Spruce & Hemlock Lumber 
Shingles 


Exclusive Mill Agents 








We can SELL it 
for YOU! 


Yes Sir, American Lumberman’s classified adver- 
tising section is devoted to your selling needs. We 
will list your business for sale, used equipment or 
help find a new man for you! Check the dozens of 
ads now appearing in this issue—we'll do a good 
job as proved by the many repeat classified adver- 
tisers through the years. 


Don’t forget that American Lumberman reaches 
some 25,000 interested persons every other Mon 
day in its nationwide distribution. Check the clas- 
sified pages for rates or send us your ad and we’) 
quote you our best rate. 
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Facilities to Serve You 


DRY KILNS—20 Tracks of Latest Moore De- 
sign. Capacity 1 million feet per 
charge. 


DRY SHEDS—Ample Storage Adjacent to Car- 
line Means Dry Lumber for you. 


DRY LOADING DOCK—-Can Load 19 Cars 
Under Roof. Assures you quick 
Shipment Regardless of Weather. 







THERE IS NEVER A LET DOWN 
IN OUR QUALITY- 
PRECISION MANUFACTURE 


arm tiie 


SMITH 


Lumber Company 






Mills at Anderson & Canby, California 
Sales Office: Anderson, California 











Are YOU a specialist in 


MAPLE FLOORING? 


Not all lumber dealers, of course, stock or 
handle maple flooring. No, the field is more 
exclusive it’s for the specialist. Consequently, 
it offers greater volume and profit over “Tom, 
Dick, and Harry’’ competition. 





If you are a Maple Flooring Specialist, or 
want to be one, let's get together on school, 
industrial, and other volume projects. You'll be 
proud to sell superb, durable, lastingly beau- 
tiful Horner Northern Michigan Rock Maple 
Flooring — made by square shooting old timers 
with whom you'll like to do business. 


Write today for current stock and price list. 


HORNER FLOORING COMPANY 


215 Maple Ave. 
the oldest 


OWNER s.c'se 


_ Hardwood Flooring 


Dollar Bay, Mich. 
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jamin D. Rogers would have observed 
his 45th anniversary with Bird & Son 
in January, 1952. Six years after he 
started with the firm, in 1913, he was 
named employment manager of the 
company’s newly organized labor bu- 
reau. In 1915 he was made manager 
of the bureau. In 1935 he was ap- 
pointed director of personnel and 
elected a director of the company. He 
served in that capacity until his re- 
tirement from active work in 1949. 

Creighton Hill, late director of per- 
sonnel, had been with Bird & Son 
since 1944, when he was appointed 
assistant to the president. He was 
formerly director of the Washington 
bureau of the Babson organization. 
On joining Bird & Son, Mr. Hill han- 
dled public and labor relations. In 
January, 1949, he was named director 
of personnel on Mr. Rogers’ retire- 
ment and in March, a director of the 
company. Mr. Hill was also president 
of W. J. Hill, Inc., of Boston. 

HENRY F. MeNIFF, 48, director 
and sales manager of Gregg and Son, 
Inc., passed away in Nashua, N. H., 
January 9. Mr. MecNiff’s career was 
one that could well inspire many a 
youth of today. Starting as a sales- 
man for Gregg and Son in 1925 he 
reached the pinacle of his career when 
elected vice-president in charge of 
sales, and director of the corporation 
some years ago. Widely known in the 
mill work industry, Mr. MeNiff’s pass- 
ing will be regretted among his many 
close friends in the industry. 


L. H. ATKINSON, 59, died in Chi- 
cago, Ill., January 3. He was well 
known nationally in the building ma- 
terial industry, having held executive 
sales positions with Red Top Steel Post 
Company, Wood Conversion Company, 
Weyerhaeuser Sales Company and 
United States Gypsum. He began his 
business career as a sash and door 
salesman for the Morgan Company, 
Oshkosh, Wis. Shortly after World 
War I he became sales manager for 
Red Top Steel Post Company where 
his modern merchandising policies 
soon attracted the attention of the 
retail lumber industry through which 
the company’s products were distrib- 
uted. At the time of his death, Mr. 
Atkinson was associated with the 
Kawneer Company, Niles, Mich. He 
was vice-president in charge of sales 
up to two years ago when failing 
health required him to relinquish 
many of his activities. Since that time 
he has been acting as sales consultant 
for the company. 


Answers to What's YOUR 

Answer? 

Stop! Read Questions on Page 54 
1—Redwood combination storm win- 
dows. Page 22. 

2—1', hours. See page 43. 

3—Rosboro Lumber Co., Springfield, 
Ore. Page 48. 

4—Dexter. Page 2. 

5—Southern States Iron Roofing Co., 
Savannah. Page 38. 

6—Warner Bros. Mfg. Co., Minne- 
apolis. Page 55. 

7—Friden Calculating Machine Co., 
Inc. Page 37. 

8—Skilsaw, Inc. Page 23. 

9—Matico. Page 6. 

10—H. R. (Cotton) Northup, execu- 
tive vice-president of the Na- 
tional Retail Lumber Dealers 
Assn. says: “even with a 40% 
cut in critical materials in 1952, 
it is possible for the industry to 
build 800,000 units by the judi- 
cious conservation of these mate- 
rials.” Page 9. 





THEY GAVE THEIR BUSINESS 
A "LIFT" 


(continued from page 43) 





ready to go on a job.” It’s easy 
to make up orders; Roy Fuller, 
the operator, can load 90,000 
feet of lumber on the three 
trucks with just a few passes of 
the fork. 

Three years ago the firm em- 
ployed a foreman, a dispatcher, 
five truck drivers, and eight 
yard men. Except for hiring 
Fuller, the partners still have 
the same number of men work- 
ing for them—and yet they’ve 
managed to double their volume. 

In the pre-lift days they used 
to stack lumber four feet high. 
Now they stack it 23 feet high. 
In a yard with only eight lots, 
they can stack as much as 
2,000,000 feet of lumber at a 
time. Think how large a yard 
they would need to pile that 
much lumber—without the lift! 





W. GUY FLAVELLE 
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HOW'S YOUR PUBLIC 
RELATIONS? 

(continued from page 44) 
well as advertising. Why not 
give it both? 

This survey expense can be 
charged off as an expense o! 
doing business, but the returns 
—tangible returns — would bi 
much harder to measure than x 
similar expenditure for adver- 
tising. 

Here is an inexpensive way 
to determine to a certain degree 
how you stand public-relations 
wise. Check each of these self- 
analysis questions that you can 
honestly answer “yes”; multi- 
ply the number of checks by 
10; and you will have your 
Public Relations Score in your 
community. 


SOUTHERN COMPANY RELEASES 
MERCHANDISING POLICY 


(continued from page 38) 


product they intend to use in 
the manufacturing or fabrica- 
tion of such buildings. Orders 
will be accepted only for ship- 
ment to their established 
fabricating plants. 
Class 7—Manufacturers of 
Resale Units 

Manufacturers of units for 
resale other than those in class 
4, may purchase from us any 
product used as an integral part 
o* their resale units. 
Class 8—Federal Government 

Departments of the Federal 
Government may buy any prod- 
uct from us. General Contrac- 
tors operating under direct 
awards from such departments 
may buy from us any product 
for use solely and directly for 
such departments. 
Class 9—State Governments 

Departments of the State 
Governments may buy from us 
any product for use solely and 
directly by such departments. 
We do not sell county and cit 
governments direct. 
Class 10—Common Carriers 

Railroads, commercial truck- 
lines, and airlines may buy from 
us any product used in the con- 
struction or maintenance 0! 
buildings or rolling stock. These 
products must be invoiced an‘! 
shipped by us direct to the 
common carriers. 
Class 11—Employes 

Employes of Southern States 
Iron Roofing Company may buy 
any product for their own us¢. 
These products must not be re- 
sold or transferred. 
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